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Summary 
 
 
Branding Theme 
Problem identification is a crucial phase in marketing research on brands. Although the literature 
agrees on its importance, it has not received much attention in literature. The Management Faculty 
of the Open University in The Netherlands offers students the possibility to study branding 
constellations within the Branding Theme. Branding constellations are applications of systems 
constellations to identify branding problems (Jurg, 2008). Generally, these studies are set up 
following Miles and Huberman (1994) and Yin (2007) as stacking comparable cases: each student 
performs a case study using similar measurements with leeway for uniqueness as it emerges. The 
current core issue within the Branding Theme is the reliability of branding constellations, based on 
six different measurements, named precision reliability, bilateral relationship test-retest reliability, 
perceived bilateral relationship reliability, triangulation reliability, introspective reliability, and 
consensus development reliability; expressed in scores on an ordinal bipolar five point scale from -2 
to +2 based on Jurg (2010), except for  the consensus development reliability which was measured 
employing a F-test (Jongsma, 2011). This case study is the 27th thesis within the Branding Theme and 
focuses also on these six measurements of reliability, while its leeway is on the comparison of core 
competencies as branding opportunities revealed in branding constellations with those deducted by 
Quality Function Deployment (QFD). Both branding constellations and QFD are positioned within the 
Soft Systems Methodology (Jurg 2008 and Presley 2000, respectively), which assist managers in 
developing both as-is-models and can-be-models of perceived problem situations. 
 
Branding constellations 
The innovative assumption of branding constellations is that branders set up the key elements of a 
branding system in such a way that people who neither know the brander nor the branding problem 
(named blancs) standing for these elements (named stand-ins) are capable of perceiving and 
expressing the unconscious relationships between these elements in the branders’ minds (Jurg, 
2010). This helps these branders to identify their branding problems, based on an improved 
understanding of these key elements and their feedback loops. This indicates that branding 
constellations adopt a holistic perspective. The choice of these elements is based on combinations of 
bodily experiences, feelings, and intentions as well as free associations (spontaneous ‘outbursts’) 
experienced by the brander, indicating an emotional approach. The power of the synthesis between 
the holistic perspective and the emotional approach is that the emotional approach allows the 
brander to decide on the key elements whilst maintaining an overview.  
 
Core Competencies Theory 
 A portfolio of core competencies is the company’s collective knowledge about how to coordinate 
diverse production skills and technologies (Prahalad & Hamel, 1990). Focusing on core competencies 
creates a unique integrated system that reinforces fit among a company’s diverse production and 
technology skills – a systemic advantage that competitors cannot copy. From literature study and 
business review the definitions for core competencies are evaluated and moderated into the 
definition used in this thesis: core competencies are difficult to imitate and unique combinations of 
knowledge, skills, and attitudes, through collective learning, and communicated across the 
organisation, to deliver sustainable competitive advantage by adding perceived customer benefits in 
a variety of markets. Based on the key elements of core competencies, a core competencies litmus 
test (CCL-test) is developed to check if and to which degree competencies can be regarded as core 
competencies.  
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Quality Function Deployment  
Quality function deployment (QFD) is a method to transform user demands into substitute quality 
characteristics, to determine the design quality of the finished good, and to deploy systematically 
this quality into component quality, individual part quality, process elements, and their relationships 
(Shiu, Jiang, & Tu, 2007). In this thesis the Four-Matrix-Model is used, because it covers the basic 
product development steps and was used by the case company before to address the ‘core 
competencies’ in terms of customer requirements. Customer requirements, within QFD named Voice 
of Customer, are related to technical or quality related functions, and in this thesis to core 
competencies by means of a relationship matrix, named House of Quality.  
 
Case study 
The case study covers a SME company in electronics R&D, for confidentiality reasons referred to as 
the case company. Four managers of the case company brand team conducted branding 
constellations on January 19th, 2011 at the Marketing Village in Leusden. Two branding constellations 
were conducted for the Business-to-Business (BtB) market and two branding constellations for the 
Business-to-Consumer (BtC) market. Two facilitators guided these branding constellations; both 
facilitators one branding constellation for the BtB market and one branding constellation for the BtC 
market. This case study contributes to the study of the usefulness of branding constellations within 
the Branding Theme in four ways:  
1. By evaluating the reliability of the branding constellations of the case company 
2. By comparing these findings to the current Branding Theme findings 
3. By improving the current reliability measurements within the Branding Theme 
4. By comparing the core competencies findings of the emotional holistic branding constellations 
with those of a rational reductionist approach: Quality Function Deployment (QFD). 
 
Research problem 
The objective of this case study is thus to contribute to the Branding Theme by applying the six 
standard reliability measurements on the case study, by stacking the reliability of branding 
constellations, and by improving the current measurements within the Branding Theme. This means 
that this case study covers four research questions: 
1. How reliable are the branding constellations of this case study regarding precision reliability, 
bilateral relationship test-retest reliability, perceived bilateral relationship reliability, 
triangulation reliability, introspective reliability, and consensus development reliability?  
2. How do these reliability findings harmonise with those of the previous case studies within the 
Branding Theme? 
3. How can the current reliability measurements of the Branding Theme be improved? 
4. How do the findings concerning the core competencies revealed by the branding constellations 
harmonise with those deducted by Quality Function Deployment (QFD)? 
 
1. Reliability findings  
The first research question is answered by the standardised reliability measurements regarding 
precision reliability, bilateral relationship test-retest reliability, perceived bilateral relationship 
reliability, triangulation reliability, introspective reliability, and consensus development reliability 
within the Branding Theme. All reliability measurements within the Branding Theme are rated from 
very low to very high based on the scores on an ordinal bipolar five point scale from  -2 to +2 based 
on Jurg (2010), except for the consensus development reliability, which is based on an ordinal bipolar 
five point scale from 0 to 4. 
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1. The average precision reliability of the four branding constellations is moderately high (+0.4), 
indicating that the statements by the stand-ins in the branding constellations can be moderately 
tested using definitions that might be found in literature  
2. The average bilateral relationship test-retest reliability is very high (+1.5), meaning that the 
relationships between two stand-ins for the same branding elements in two different branding 
constellations are very similar  
3. The average perceived bilateral relationship reliability is also very high (+1.4), meaning that the 
relationships between the stand-ins of the branding elements in the branding constellations are 
very similar to the perceptions of these relationships by the brand team members 
4. The average triangulation reliability is also very high (+1.6), meaning that the relationships 
between the stand-ins of the branding elements in the branding constellations are also very 
similar to these relationships based on an historical analysis and on brand team interviews  
5. The average introspective reliability is moderately high (+0.4), meaning that the precise 
statements of the stand-ins of the branding elements moderately match with reality as perceived 
by the researcher employed by the case company 
6. The consensus development reliability is very high (delta -0.1), meaning that the consensus 
between the  leading brand team members in the  two branding constellations is very similar 
before the branding constellations and nine months after the branding constellations regarding 
the relationships between the core branding elements.  
Thus, this case study scores very high on triangulation reliability, bilateral relationship test-retest 
reliability, perceived bilateral relationship reliability, and consensus development reliability. This case 
study scores moderately high on precision reliability and introspective reliability. This indicates that 
the reliability of the branding constellations of this case study is high.  
 
2. Stacking comparable cases  
The stacking of the case study with all previous case studies within the Theme answers the second 
research question. The differences between the findings of the case study and the average findings 
within the Branding Theme until this case study (named deltas) are rated from very low to very high 
based on the scores on the same ordinal bipolar five point scale (scale -2 to +2). 
1. The stacking precision reliability is very similar (delta -0.1), as the average score of this case study 
is +0.4 and the average Theme score is +0.5    
2. The stacking bilateral relationship test-retest reliability is also very similar (delta 0) as both the 
average score of this case study and the average Theme score are +1.5  
3. The stacking perceived bilateral relationship reliability is moderately similar (delta -0.7) as the 
average score of this case study is +1.4, whilst the average Theme score is +0.7  
4. The stacking triangulation reliability is again very similar (delta -0.3) as the average score of this 
case study is +1.6 and the average Theme score is +1.3 
5. The stacking introspective reliability is also very similar (delta -0.1) as the average score of this 
case study is +0.4 and the average Theme score is +0.5  
6. The stacking consensus development reliability is also very similar. However, the measurements 
are rather different.  
Thus, this stacking of this case study to the current findings within the  Branding Theme indicates 
that the findings of this case study are very similar regarding bilateral relationship test-retest 
reliability, precision reliability, introspective reliability, triangulation reliability, and consensus 
development reliability. The findings of this case study are moderately similar regarding perceived 
bilateral relationship reliability. This indicates that the reliability findings of the case study are similar 
to the current findings within the Branding Theme.  
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3. Improvement of reliability measurements  
The improvement of the reliability measurements answers the third research question. The reliability 
measurements within the Branding Theme are improved by:   
1. Moderating the standardised excel reliability measurements for precision reliability and bilateral 
relationship test-retest reliability  
2. Moderating the standardised excel precision measurement models of van Reij to calculate 
standardised scores for introspective reliability  
3. Moderating the consensus development reliability measurement by reintroducing a pre-branding 
constellation and comparing the findings with a post-branding constellation measurement based 
on the standardised Theme measurements:  the ordinal bipolar five point scale (scale -2 to +2) 
4. Adding a framework for better comparison of the reliability measurements within the Branding 
Theme, which comprises an overview of detailed findings of the reliability measurements of 
previous case studies that allowed stacking the findings of each separate branding constellation 
in this case study instead of the case study average only.  
 
4. Core competencies  
The core competencies reliability between the branding constellations and QFD is moderately weak 
(-0.7), meaning that the core competencies revealed by the branding constellations are moderately 
dissimilar from those deducted by QFD.  The qualitative findings are: 
1. The core competencies of the case company deducted by QFD were Case company strapline, 
Headsets, and Audio  
2. The core competencies revealed by the branding constellations are: Headsets and 
Miniaturisation 
3. Thus, the branding constellations and QFD had one core competency in common (Headsets), 
while there were four different (from QFD Case Company strapline and Audio, and from the 
branding constellation Miniaturisation)  
4. Two of these core competencies passed the Core Competencies Litmus Test: Headsets and 
Miniaturisation.  
 
Implications  
Theoretical implications for the Branding Theme are: 
1. The high reliability of the branding constellations conducted in this case study means that the 
findings of this case study can be used with high confidence for theoretical and practical 
conclusions and recommendations  
2. The high stacking reliability means that the trustworthiness of the Branding Theme reliability 
findings have become stronger 
3. The improved reliability measurements enable a more reliable comparison  for future studies 
within the Branding Theme,  standardisation of the consensus development reliability 
measurements, and a framework with detailed Theme findings that improves the stacking 
4. The differences between the core competencies findings deducted by a QFD analysis and those 
revealed by branding constellations, might not only indicate that the branding constellations are 
moderately unreliable; rather they might indicate that branding constellations have additional 
value to QFD regarding the identification of core competencies; especially, as the brand team 
members had more confidence in the core competencies revealed by the branding 
constellations than in the ones deducted by QFD; furthermore, this new QFD measurement 
might lead to a new standardised reliability measurement within the Branding Theme: the QFD 
triangulation reliability, which compares the findings revealed by branding constellations with 
those deducted by QFD;  in addition, the litmus test might be of great theoretical and practical 
value to discriminate competencies from core competencies; finally, the notion of identifying 
core competencies by both QFD and branding constellations to identify branding opportunities 
seems of great theoretical and practical value.   
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1 Introduction  
 
 
 
This introduction presents the  context of the research problem in section 1.1 and the research 
problem in section 1.2. Section 1.3 explains the theoretical relevance of the research problem. This 
introduction closes with a description of the case study outline in section 1.4. 
  
  
1.1  Context 
 
The Management Faculty of the Open University in The Netherlands offers students the possibility to 
study the usefulness of branding constellations to identify branding problems within the Branding 
Theme, further called the Theme. The Masters theses on branding constellations are set up as 
multiple case studies, stacking comparable cases with leeway for uniqueness as it emerges (Miles & 
Huberman, 1984, pp. 28, 151 and Yin 1994, pp. 45-53). Lately, the core issue within the Theme is the 
reliability of branding constellations, based on six standard measurements named precision 
reliability, bilateral relationship test-retest reliability, perceived bilateral relationship reliability, 
introspective reliability, triangulation reliability, and consensus development reliability. The original 
research plan for this Masters thesis is positioned in appendix 1, and the iteration of this plan during 
the research, evolved to research questions, and a conceptual framework for this thesis following 
Miles and Huberman (1984, p. 28). 
 
 
1.2 Research problem  
 
This section describes the research problem of this Masters thesis. Subsection 1.2.1 presents the 
research objective and subsection 1.2.2. addresses the research questions. 
1.2.1  Research objective 
The objective of this Masters thesis, further named thesis, is to contribute to the Theme by further 
investigating the reliability of branding constellations. First, by applying the standardised reliability 
measurements on a case study as part of the Theme’s multiple case study methodology. Second, by 
comparing these case study reliability findings to the current Theme findings (named stacking). Third, 
by improving the reliability measurements within the Theme. The measurements within the Theme 
are intended to be improved by (1) correction of the standardised excel reliability measurements 
introduced by van Reij (2010, number 24), Jongsma (2011, number 25), and Meines (2011, number 
26); (2) moderating the consensus development reliability measurement of Jongsma; (3) integrating 
the reliability measurement legends of Meines; (4) introducing a case study framework to enhance 
the mutual comparability of the Theme findings; (5) comparing the core competencies revealed by 
the branding constellations with those deducted by Quality Function Deployment.  
1.2.2  Research questions  
The formulation of the research questions is based on the research objective of this thesis and 
follows the process that Miles and Huberman (1984, pp. 33-38) describe. This process is not 
described in detail in this thesis, but the main issues are ‘that in a multiple case study all fieldworkers 
understand each question, and see its importance’, and that for the leeway the research question is 
‘reviewed during fieldwork in order to focus data collection’. The leeway of this thesis is on the 
question how core competencies can be applied as branding opportunities in a competitive business 
environment.  
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This is investigated through the Core Competencies Theory of Prahalad and Hamel (1990) and by 
comparing the core competencies findings of branding constellations with those of Quality Function 
Deployment (QFD).  
 
Thus, this case study covers two standard theoretical research questions within the Branding Theme 
(1 and 2), one related research question for an essential improvement (3), and one related the 
research question for the leeway (4). The research questions are: 
1. How reliable is the branding constellation of this case study regarding precision reliability, 
bilateral relationship test-retest reliability, perceived bilateral relationship reliability, 
triangulation reliability, introspective reliability, and consensus development reliability?  
2. How do these reliability findings harmonise with those of the previous case studies within the 
Branding Theme? 
3. How can the  current reliability measurements of the Branding Theme be improved? 
4. How do the findings concerning the core competencies revealed by the branding constellations 
harmonise with those deducted by Quality Function Deployment (QFD)? 
 
 
1.3  Theoretical relevance  
 
Theoretical relevance is the reason why the investigation is worth the efforts in a theoretical sense 
(after Meines, 2011, p. 12). Theoretical relevance follows from the application of the standardised 
measurements within the Theme, enabling stacking, and improved understanding of these reliability 
findings, considered the weak spot of branding constellations according to branders and marketing 
experts (Jurg, 2010, p. 85, 164). Theoretical relevance follows as well from the improved 
standardised excel reliability measurement models, improved reliability measurements, improved 
legends, and finally an improved literature framework covering the current  Theme findings. This 
leads a step further into the theoretical development of the Theme. As no studies were found on 
core competencies as branding opportunities, this study also opens a new way of looking at core 
competencies. 
 
 
1.4  Case study outline 
 
The first chapter introduced the case study by presenting the research objective and the research 
questions. Chapter 2 embeds the literature study including references to earlier studies and the 
theoretical embedding of the Theme, core competencies, and Quality Function Deployment. Chapter 
3 describes the case company, the branding problem, and the core competencies under 
consideration. Chapter 4 explains how the case study was designed to answer the research 
questions. The current Theme reliability measurements and their stacking are followed by an 
additional triangulation reliability measurement as part of the leeway of this case study. Chapter 5 
presents the findings of the case study and answers the research questions. Finally, chapter 6 goes 
into the implications of the case study and discusses the findings. After some suggestions for future 
case study, this chapter ends with a reflection by the researcher. An overview of literature, displays, 
appendices, and data DVD completes this thesis. 
 
This chapter introduced the Theme and the context of the case study. The next chapter will detail the 
references used within the Theme by a literature study.    
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2 Literature study  
 
 
 
This literature chapter presents the scope of the case study, where references are made to the 
Branding Theme literature, the core competencies literature, and the Quality Function Deployment 
literature. It starts with a description of the Branding Theme in section 2.1, which forms the 
framework for this case study. This is followed by the leeway of this case study in section 2.2 and 2.3. 
Section 2.2 refers to the scope and literature review of the Core Competencies Theory within the 
context of this case study, whilst section 2.3 refers to the scope and literature review of Quality 
Function Deployment.  
 
2.1 Branding Theme   
 
This subsection starts with the positioning of branding constellations in subsection 2.1.1, followed by 
the origin and development of the Branding Theme in subsection 2.1.2. The definitions used for the 
reliability measurements are presented in subsection 2.1.3 and this chapter ends with the current 
findings regarding the standard six reliability measurements within the Branding Theme in subsection 
2.1.4. 
2.1.1 Positioning of branding constellations  
The focus within the Branding Theme is on branding constellations, headed by Dr. Jurg at the Open 
University in The Netherlands (www.ou.nl). Branding constellations are a new application of systems 
constellations employed to identify branding problems. The innovative assumption of systems 
constellations is that blancs (people who do not know the brander and the branding problem) who 
are set up by a protagonist (the person who conducts the constellation) as personified 
representations of elements of a system, are able to express the implicit relationships between these 
elements in the mind of the protagonist (Jurg, 2010, pp. 25-26).  
 
Systems constellations originally covers by name two variations: family constellations and 
organisation constellations, applied to personal and organisational problems, respectively (Jurg, 
2010, pp. 54-56). Jurg (pp. 38-40) studied the perceived usefulness of the application of systems 
constellations to identify branding problems and argues that understanding branding problems asks 
for a systems perspective. Jurg (pp. 20-21) states that problem identification receives little attention 
in marketing science. Problem identification processes are generally rather ad hoc and do not follow 
a systematic procedure. As a consequence of this limited attention granted to proper problem 
identification, there is also limited attention given to problem identification techniques and their 
validation. There is no generally accepted way to validate new problem identification techniques and 
there is a substantial lack of valid research focused on the usefulness of problem identification 
techniques.  
 
Jurg (2010, p. 72) argues that systems constellations differ from other problem identification 
techniques in their combination of a holistic perspective and an emotional approach. A holistic 
perspective focuses on the elements and relationships emerging from the whole rather than 
decomposing problems into a few basic elements that form the core of the problem (the latter is 
classified as the reductionist perspective). An emotional approach includes bodily experiences, 
feelings, and intentions as well as spontaneous verbal ‘outbursts’ based on these emotions rather 
than a logical verbalisation and an encouragement to employ grounded arguments (a rational 
approach).  
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Display 1 presents Jurg’s comparisons to other problem identification techniques such as 
brainstorming, lateral marketing, Soft Systems Methodology (SSM), psychodrama, projections, and 
Zaltman Metaphorical Elicitation Technique (ZMET). For this case study the technique of Quality 
Function Deployment (QFD) is cursively added.  
 
Display 1 Positioning of systems constellations to other problem identification techniques  
(After Jurg, 2010, p. 72) 
Approach/Perspective Holistic perspective Reductionist perspective 
Emotional approach 
Systems  
constellations 
Brainstorming, psychodrama,  
projections, and ZMET 
Rational approach 
Cognitive mapping  
and SSM 
Lateral marketing  
and QFD. 
 
The definitions in Display 1 are detailed in Jurg (2010, pp. 57-72). Below a short overview of the 
definitions. Brainstorming is a creative session producing a checklist of ideas that serve as leads to 
problem solutions to be evaluated and further processed later on. Psychodrama is an emotional 
technique where people are asked to create and act out brand scenarios in order to portray some 
part of a real or imagined situation. Projections –also called projective techniques- in qualitative 
marketing consumer research involve the presentation of ambiguous emotional stimuli and asking 
respondents to make sense of them. The Zaltman Metaphor Elicitation Technique (ZMET) is a 
research tool that employs visual and sensory images to assist in understanding the meaning of 
brands to consumers because people think in image, and metaphors. Cognitive mapping is a 
graphical representation of a particular problem that allows for deeper and more integrative 
understanding. The Soft Systems Methodology (SSM) argues that the systems methaphor is useful to 
identify soft problems as a particular way of expressing problem owners’ thoughts on a problematic 
situation. Lateral marketing consists of introducing a new possibility inside a logical sequence of 
thoughts to allow the brain to make new connections. Quality Function Deployment (QFD) is a 
technique that converts user demands into substitute quality characteristics, which determine the 
design quality of a product, and systematically deploys this design quality into component quality 
(individual part quality), process elements, and their relationships (Shiu, Jiang, & Tu, 2007, p. 404). 
However, they position QFD within SSM, which is also done for the branding constellations by Jurg 
(2008, p. 3). 
2.1.2 Origin and development of the Branding Theme 
The Branding Theme originated in 2002 as the Dean of the School of Management at the Open 
University in The Netherlands, Prof. Dr. Van den Bosch, asked Drs. Jurg to start a student research 
team on branding constellations parallel to his own PhD thesis on the perceived usefulness of 
branding constellations, to allow students to be involved in a PhD study. This PhD thesis was 
defended November 1st, 2010. The Theme continued as the PhD committee (including Prof. Dr. Van 
den Bosch) asked for further studies on this “fascinating” approach. 
 
From the start in 2002, the Theme focuses on investigating branding constellations through 
‘objective’ methodologies based on Jurg (2008, pp. 192-295), who argue that further research 
should, among others, focus on the reliability of branding constellations, for instance, by 
systematically comparing independently performed constellations on the similarity of the 
relationships between the stand-ins. These reliability measurements generally have been named 
test-retest reliability measurements within the Branding Theme (Van Reij, 2010, p. 25). In addition, 
Jurg (2010, p. 195) argues that branding constellation findings should be contrasted to the findings of 
scientifically accepted marketing research techniques such as surveys and interviews. These 
reliability measurements generally have been named triangulation reliability measurements within 
the Theme (Van Reij, 2010, p. 25).  
Core Competencies as Branding Opportunities 
 
- 5 - 
 
Three kinds of comparative case studies are distinguished within the Theme: first-person, second-
person, and third-person (Bradbury & Bergman Lichtenstein, 2000, p. 554).  
 
A first-person case study is a case study in which the usefulness of a branding constellation is studied 
on a branding problem that is the student’s responsibility as a brander. The first-person case study is 
primary research. In primary research the students collect their own data. This kind of study was 
performed by Gomersbach (2004), Davidse (2005), De Velde Harsenhorst (2006), De Heij (2006), 
Holwerda (2006), Ten Have (2007), Vertregt (2007), and Karel (2009). 
 
A second-person case study is a case study in which the usefulness of a branding constellation is 
studied on a branding problem of a brander who is an acquaintance, a client, or a colleague of the 
student. Thus, the Theme student is familiar with the brander and the branding problem before the 
study. The second-person case study is also a primary study. This kind of study was performed by Van 
Geel (2004), Mathijssen (2005), Halters (2008), and Meines (2011). 
 
A third-person case study is a case study in which the usefulness of branding constellations is studied 
whilst there is no former relationship with the branders. This study generally focuses on the 
falsification of a hypothesis regarding branding constellations, for instance: 
1. Branding constellations are metaphors (Van Zwienen, 2005) 
2. Branding constellations are a form of lateral marketing (Van Mechelen, 2005) 
3. Branding constellations fit the Soft Systems Methodology (Simons, 2005) 
4. Branding constellations are brainstorming technique (Harrewijn, 2006) 
5. Branding constellations are a form of action research (Labots, 2006) 
6. Branding constellations do require emotional intelligence (Stroo, 2006) 
7. Quantum theory might explain the working of branding constellations (Blootens, 2006) 
8. Relationships between stand-ins do not correlate with their distances and angles (the 
sociometrics hypotheses by Schuurman, 2006) 
9. Branders employing branding constellations score similar on the MBTI personality test than 
regular branders (Claus, 2008). 
 
All hypotheses could not be falsified, except for the quantum theory and the sociometrics 
hypotheses. Blootens (2006, p. 6) concludes that quantum theory might be useful as a metaphor 
rather than as a description of reality fitting branding constellations. Schuurman (2006, p. 9) 
concludes that the direction of the relationships between stand-ins do not linearly correlate with 
their mutual distances and angles. Furthermore, Van Reij (2010) improved the Theme reliability 
measurements by connecting the reliability definitions in marketing and methodological literature to 
the Theme reliability measurements and by increasing the consistency of the measurements by 
standardizing the precision measurement and the bilateral relationship test-retest measurement in 
excel files. Van Reij recalculated these two reliability measurements for all previous case studies in 
her study.  
 
Lately, new variations of systems constellations were introduced with the Theme by Jongsma (2011), 
and Meines (2011): innovation constellations and intervention constellations, respectively; the 
application of systems constellations on innovations and organisational interventions, respectively. 
In total 26 students finished their master theses on branding constellations. Display 2 presents all the 
theses with the brands/cases studied and the kinds of comparative case studies that were applied.  
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Display 2 Theses, brands, and kinds of case studies (the ones between brackets are ongoing) 
Students Company 
Kind of case study 
First- 
person 
Second- 
person 
Third- 
person 
1. Van Geel (2004) Legermuseum – 2004  X  
2. Siezen (2004) Stork Fokker – 2003  X  
3. Gomersbach (2004) Rabobank – 2004 X   
4. Mathijssen (2005) RSM – 2004 X   
5. Davidse (2005) DE&SP – 2005 X   
6. Van Zwienen (2005) Blooming – 2004   X 
7. Van Meer (2005) Expert cases – 2004   X 
8. Van Mechelen (2005) KPN Mobile – 2002   X 
9. Simons (2005) MultiCopy – 2002   X 
10. De Velde Harsenhorst (2006) EODD – 2006 X   
11. De Heij (2006) SKBA – 2004 X   
12. Holwerda (2006) LG-Philips – 2004 X   
13. Stroo (2006) Sigma – 2003   X 
14. Harrewijn (2006) Friso – 2002   X 
15. Schuurman (2006) Alex – 2003   X 
16. Labots (2006) Expert cases - 2003 – 04   X 
17. Blootens (2006) Hooghoudt - 2003 – 05   X 
18. Ten Have (2007) Lipton – 2007 X   
19. Vertregt (2007) GTI – 2005 X   
20. Meijer (2008) Local Rabobank – 2005 X   
21. Claus (2008) MBTI - 2007   X 
22. Halters (2008) IDS Scheer – 2007   X 
23. Karel (2009) Comfort in living - 2008 X   
24. Van Reij (2010) All cases   X 
25. Jongsma (2011) TNO – 2010   X 
26. Meines (2011) VDP – 2011  X  
27. Roossien (2012) Case company – 2010  X  
 Brandjes Kardex – 2008  (X)  
 Kuiken Rabobank – 2010  (X)  
 Van ’t Ende Bovag -2010  (X)  
 Van den Elshout VVD – 2009  (X)  
 Total  10 4 (8) 13 
 
Display 2 shows that third-person case studies are conducted most often (10 times) and until now 
the finished second-person case studies were underweight (only 4 times). This thesis (number 27) 
can be categorised as a second-person case study as the researcher is employed as systems designer 
reliability & verifications at the case company. Knowledge and an information network has enabled 
the researcher to determine and analyse the introspective reliability as well. Being employed to this 
company, enablers and pre-conditions are available to follow the process and analyse the reliability 
of branding constellations over a longer period of time; in this case study one year. 
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2.1.3  Reliability measurement definitions 
Within the Theme six standardised reliability measurements are used which emerge throughout the 
text in this thesis and which are therefore defined in this subsection (Van Reij, 2010, p. 34).   
1. Precision reliability focuses on the testability of the statements by the stand-ins of the branding 
elements in the branding constellations 
2. Bilateral relationship test-retest reliability on the similarity of the relationships between two 
stand-ins for the same branding elements in two different branding constellations  
3. Perceived bilateral relationship reliability looks at the similarity of the relationships between the 
stand-ins of the branding elements in the branding constellations and the perceptions of these 
relationships by the brand team members before the branding constellations 
4. Triangulation reliability studies the relationships between the stand-ins of the branding elements 
in the branding constellations with the relationships between these elements based on other 
independent analysis  
5. Introspective reliability regards whether the precise statements of the stand-ins of the branding 
elements in the branding constellations match with reality as perceived by the researcher 
employed by the case company 
6. Consensus development reliability measures the development of the intersubjective agreement 
of the leading two brand team members regarding the bilateral relationships of the core 
branding elements.  
2.1.4  Reliability findings on branding constellations 
The current Theme findings on precision reliability, bilateral relationship test-retest reliability, 
perceived bilateral reliability, triangulation reliability, introspective reliability, and consensus 
development reliability of branding constellations are presented in appendix 1.3. They are employed 
in chapter 5 as the findings of this case study branding constellation are stacked to the current 
Theme findings.  
 
2.2  Core Competencies Theory in the literature 
 
This section covers the Core Competencies Theory of Prahalad and Hamel (1990). It starts with the 
scope of Core Competencies Theory in subsection 2.2.1, followed by a literature review on Core 
Competencies Theory in subsection 2.2.2, and a literature review on the combination of core 
competencies and branding opportunities in subsection 2.2.3. 
2.2.1 Scope of core competencies 
The term ‘core competencies’ is used in different ways (see appendix 2). However, the Core 
Competencies Theory of Prahalad and Hamel (1990) is clearly leading as all authors refer to them.  
Prahalad and Hamel (1990, p. 1) refer to ‘a portfolio of core competencies’ as the company’s 
collective knowledge about how to coordinate diverse production skills and technologies. They 
employ the tree metaphor, where the trunk and major limbs are the core product, the smaller 
branches are the business units, and the leaves and fruit are the end products. The tree system is 
nourished and stabilised by its roots, the core competencies. Focusing on core competencies creates 
a unique integrated system that reinforces fit among a company’s diverse production and technology 
skills – a systemic advantage that competitors cannot copy.  
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Prahalad and Hamel (1990, p. 1) define three steps in a company’s core competencies process. The 
first step is clarify core competencies. Clarification within a company starts with articulating a 
strategic intent that defines the company and its markets, and concludes with an identification of 
core competencies that support that intent. The second step is build core competencies. After 
identification of the core competencies, they need to be enhanced by (1) investing in needed 
technology, (2) infusing resources throughout business units, and (3) forcing strategic alliances and 
collaborations. The third and last step is to cultivate a core competencies mindset.  
 
This means stop thinking of business units as sacrosanct, but identify projects and people who 
embody the company’s core competencies and gather managers to identify next-generation 
competencies. For more detail, see appendix 9.1, followed by the criticisms on Prahalad and Hamel 
in appendix 9.2, concluded with a definition and test in appendix 10.1 and application of this test for 
the case company in appendix 10.2. 
2.2.2 Literature review on Core Competencies Theory 
A literature search was done via the search engine Science Direct on the key words “core 
competenc*”, the stem word of competence, competency, competences, and core competencies, 
which led to over 7.000 hits. The stem words ‘stud’, ‘research’, and ‘critic*’ (critics/criticism/critical) 
were incorporated in this search to arrive at a feasible number of refereed journal articles.  
 
A difference was made between the methodology employed to study Core Competencies Theory 
(Display 3) and the content of the findings of these studies (Display 4) based on Meines (2011, p. 20-
22). From the main articles as listed in Display 3 and Display 4 many other articles were cited. For the 
ease of focus and convergence, these articles were not studied further to its full content under the 
assumption that the references and citations in relevant articles were correct. They are left out the 
mentioned Displays, however are recorded in the full literature review in appendix 1.4.  
 
Next to main researcher, year, and title, the article background is presented, because this is 
considered of additional value to judge in which context the article is written and published. Then, 
the type of study is presented, followed by the methods employed within that study, and the 
response in terms of respondents or references used. The references are not the total references 
noted in that article’s literature list, but are limited to those references that have a direct 
relationship to core competencies. Finally, the population or context for the application of the article 
is presented in the last column.  
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Display 3 Methodological literature review on core competencies (in chronological order) 
Researcher 
(year) 
Title Article 
background 
Study Method References/ 
response 
Population / 
context 
Manikutti 
(2010)  
CK Prahalad and his 
work: An 
assessment 
VIKALPA 
(Indian 
Institute of 
Management. 
Organisations) 
Assessment Business and 
literature 
reviews  
5 references  Managers, 
administrators, 
and policy 
makers in 
organisations 
Chen  
(2007) 
Assessment 
methods of core 
competence on 
China resource 
enterprises 
Sixth Wuhan 
Int. Conference 
on E-Business  
Literature 
review, case 
study 
Indicator sys-
tem, mathema-
tical model, and 
case study 
6 referen-
ces, 1 mo-
del, and 1 
case study 
Resource 
enterprises in 
China 
Hafeez  
(2007) 
Evaluating organi-
sation core 
competencies and 
associated personal 
competencies using 
analytical hierarchy 
process 
Management 
Research News 
Case study 
and 
interview 
Pair wise 
comparisons, 
statistics with 
reliability 
findings 
5 manage-
ment 
directors 
Construction 
company in 
Middle East 
Hussain 
(2006) 
Core competencies 
in small 
manufacturing firms 
Journal of 
Accounting 
(Business and 
Management) 
Case study Interviews 2 managers 
in 2 
companies 
SME in Finland 
Liu 
(2006) 
Study on 
enterprise’s core 
competence 
Journal of 
American 
Science 
Literature 
study 
EFMD 
newsletter and 
market review 
7 references Enterprises in 
China 
Cardy 
(2005) 
Competencies: 
Alternative 
frameworks for 
competitive 
advantage 
Business 
Horizons 
Action 
research 
Literature study 11 
references 
and 4 
different 
approaches 
Competency 
models in USA 
Wang  
(2004) 
The constituents of 
core competencies, 
and firm 
performance: 
evidence from high-
technology firm in 
China 
Journal of 
Engineering 
and 
Technology 
Management 
Empirical 
study 
Literature 
review, and 
large scale cross 
sectional survey 
(interviews, 
Likert scale) 
400 firms High 
technology 
firms in China 
Perry  
(2002) 
Technical and social 
bonds within 
business-to-
business 
relationships 
Journal of 
Business and 
Industrial 
Marketing 
Case study Structural 
equation 
modelling, and 
survey by 
questionnaires 
from literature 
174 
respondents 
Franchisors 
and It in 
Australia 
Torkelli 
(2002) 
The contribution of 
technology 
selection to core 
competencies 
International 
Journal of 
Production 
Economics 
Action 
research 
Literature 
review and 
model 
17 
references 
Large 
manufacturing, 
engineering 
and technology 
driven 
companies 
Guimaraes 
(2001) 
Forecasting core 
competencies in a 
R&D environment 
R&D 
Management 
Survey Delphi techni-
que, two 
questionnaires, 
factor analysis, 
and reliability 
scores 
353 
respondents 
Agricultural 
research 
organisation, 
Brasilia 
Saner  
(2000) 
Business diplomacy 
management: A 
core competency 
for global 
companies 
Academy of 
Management 
Executive 
Business 
review 
Overview  47 
references 
Global 
management 
and diplomacy. 
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Display 3 shows the broad perspective on core competencies research. It varies from an assessment 
on and study of the Core Competency Theory to applications of and frameworks for core 
competencies. The backgrounds are management, product development, engineering, and R&D. Two 
major types of study can be distinguished. First, a literature review, followed by a case study, and a 
modelling or survey, mainly related to the academic literature. Second, the empirical case studies 
and action research, more related to business practice. The studies are conducted in different areas 
of the world, where China seems leading as the Chinese have a strong focus on understanding the 
theory and building core competencies.  
 
Next to the methodological review, the contents of these articles are analysed, where beside the 
highlights of the study, the relation to the Core Competencies Theory of Prahalad and Hamel (1990) 
is analysed. The findings are presented in Display 4.  
 
Display 4 Integrative literature review of Core Competencies Theory (in chronological order) 
Researcher 
(year) 
Key In line with P&H 
Manikutti 
(2010)  
Global firms across products and businesses; P&H versus 
resource based view (outside-in versus inside-out); 
portfolio of competencies instead of portfolio of 
businesses 
Yes 
Hafeez 
(2007) 
Importance of individual competencies to the core 
competencies; most important competencies are 
customer focus, team, and orientation 
Yes 
Chen  
(2007) 
Review of relevant theories of core competence; 
classification of core competencies (indicator) 
Yes 
Hussain  
(2006) 
Identify core competencies for SME difficult; core 
competencies are one of the resources of the firm; focus 
on access to wider market, differentiated core product, 
and unique competitive advantages 
Yes, but Hussain questions applicability in SME 
Liu  
(2006) 
Develop own enterprises’ core competences in China Yes 
Cardy  
(2005) 
Competencies on employee and organisational level; 
process for identifying employee competences; focus on 
behavioural patterns; type of competencies are 
intellectual, interpersonal, adaptability, results, and 
orientation 
No, following Hitt (2005) who defines core 
competency as combination of resources and 
capabilities 
Wang  
(2004) 
Three major constituents of core competencies: 
marketing, technological, and integrative; pitfall for 
competencies of being vague, tautological, endless 
recursive, and non-operational 
Yes, but emphasis on marketing, technological 
and integrative competencies  
Perry 
(2002) 
Refers to social bonds as trust and commitment; 
competency is a positive determinant of trust, a key 
driver of commitment; and makes the members of a 
franchise system more committed  
Yes, but Perry links this to soft elements as trust 
and commitment, which adds to the intangible 
perspective 
Torkelli  
(2002) 
Linkages between technology selection and core 
competencies; build competencies around its strategic 
resources; visualizing helps to improve understanding of 
the unique capabilities 
Yes, but the literature does not provide an 
organisational process for identifying core 
competencies 
Guimaraes 
(2001) 
Nine organisational core competencies and their 
specific human components (human competencies) are 
defined 
Yes, but refers to Ferlie (1996) who adds 
internal development of core competencies 
Saner 
(2000) 
Global organisations require organisational competency 
in business diplomacy management, building bridges 
between core businesses and complex political 
environments 
Yes, but emphasis on integrative character of 
competencies; focus on knowledge, influencing, 
human capital, and owning knowhow on not 
familiar areas, like non-business partners, 
governments, etc. 
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Display 4 shows that 10 out of the 11 articles are based on the Core Competencies Theory of 
Prahalad and Hamel, indicating that this theory is widely accepted. However, the theories vary 
significantly depending on the researchers’ focus and company’s systems behind the theory, which 
makes it difficult to identify the core competencies theory in a standardised way. 
 
Some characteristic examples of definitions used are stated below in Display 5. Prahalad and Hamel 
(1990, p. 1) refer to ‘a portfolio of core competencies’ as the company’s collective knowledge about 
how to coordinate diverse production skills and technologies. Thus, their key words are: (collective) 
knowledge, coordination (or combination or integration), skills (or capabilities), and technologies. 
 
Display 5 Key-word comparison of with different core competencies definitions in literature 
Researcher 
(year) 
Definition Know-
ledge 
Coor-
dination 
Skills Techno- 
logies 
Differencies 
Hussain  
(2006, p. 
114)  
Core competencies emphasise the role of 
collective learning and coordinated skills 
and enable organisations to offer unique 
value to the customers and create 
immutable competitive advantages in their 
products and services 
 X X X  Unique value 
Competitive 
advantages 
Lui  
(2006, p. 
71)  
and Chen  
(2007, p. 
2161) 
Core competencies are optimised 
knowledge and skills inside some 
organisation, especially regarding how to 
adjust diverse manufacturing skills and 
optimise different technologies and 
skills/and combine various technologies 
X X X X  
Cardy  
(2005, p. 
235) 
Competencies [are] a combination of 
resources and capabilities...and can be 
classified as core competencies when they 
are valuable, rare, difficult to imitate, and 
difficult to substitute 
 X X  Resources 
Valuable 
Rare  
Difficult to 
imitate 
Difficult to 
substitute 
Wang 
(2004, p. 
252) 
Core competencies are firm-specific skills 
and cognitive traits directed towards the 
attainment of the highest possible levels of 
customer satisfaction vis-à-vis competitors. 
They are the least definable kinds of 
productive resources, and consist of 
complex bundles of constituent skills and 
technologies, collective learning, and both 
tacit and explicit knowledge, contributing 
to competitiveness through organisational 
processes that ensure superior 
coordination of functional activities 
X X X X Cognitive traits 
Customer 
satisfaction 
Resources 
Competiveness 
 
% Covered  75% 100% 100% 50%  
 
Display 5 shows that in general the key words in the definition of Prahalad and Hamel are also 
included in the other definitions. Most authors ‘just’ refer to Prahalad and Hamel (appendix 9.1). The 
articles are unanimous in the key words ‘coordination’ and ‘skills’. Hussain (2006) does not address 
‘technologies’, whilst Cardy (2005) does not refer to ‘technologies’ and ‘knowledge’. The new key 
words that might ask for attention in the discussion are: unique, competitive advantages, resources, 
difficult to imitate, difficult to substitute, cognitive traits, and customer satisfaction. 
 
This led to the following moderation of the definition of Pralahad and Hamel (1990, p. 1): core 
competencies are difficult to imitate and unique combinations of knowledge, skills, and attitudes, 
through collective learning, and communicated across the organisation, to deliver sustainable 
competitive advantage by adding perceived customer benefits in a variety of markets.  
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2.2.3 Literature review on core competencies and branding opportunities 
The literature found on core competencies is checked for connections to branding and marketing in 
order to tailor the literature study towards the theme of this thesis ‘Core Competencies as Branding 
Opportunities’. First, it was checked if there were any references to marketing and/or branding in the 
core competencies articles. Second, it was checked whether the references connected core 
competencies and branding opportunities. The findings are presented in Display 6. 
 
Display 6 Literature review on ‘branding and marketing’ and ‘core competencies and branding 
opportunities’ 
Researcher 
(year) 
Title Reference to 
marketing/branding 
Integration of core 
competencies and 
branding 
opportunities  
Manikutti  
(2010) 
CK Prahalad and his work: An assessment None No 
Chen  
(2007, p. 2169) 
Assessment methods of core competencies on 
China resource enterprises 
To survive a fierce 
competitive market 
No 
Hafeez  
(2007) 
Evaluating organisation core competencies and 
associated personal competencies using analytical 
hierarchy process 
None No 
Hussain (2006) Core competencies in small manufacturing firms None No 
Liu 
(2006, p. 71) 
Study on enterprise’s core competence To survive furious market 
competition (the super 
competition principle) 
No 
Cardy  
(2005, p. 240) 
Competencies: Alternative frameworks for 
competitive advantage 
Business strategy and 
different internal 
approaches  
No 
Wang  
(2004, p. 253) 
The constituents of core competencies, and firm 
performance: evidence from high-technology firm 
in China 
Marketing competencies 
added to the Core 
Competencies Theory 
No* 
Perry 
(2002, pp. 77-78) 
Technical and social bonds within business-to-
business relationships 
Relation to branding 
through trust 
No 
Torkelli  
(2002, p. 277) 
The contribution of technology selection to core 
competencies 
Market included in Core 
Competencies Theory 
No* 
Guimaraes  
(2001) 
Forecasting core competencies in a R&D 
environment 
None No 
Saner  
(2000) 
Business diplomacy management: A core 
competency for global companies 
None No. 
* market-related input, see text below. 
  
Display 6 shows that six of the eleven articles refer to marketing and/or branding. However, these 
articles do not show any studies on core competencies related to branding opportunities. The market 
was addressed in two articles and therefore marked with a star-shaped sign (*). These are shortly 
detailed below.  
 
First, Wang (2004, p. 253) introduces marketing competencies and market turbulence as part of a 
conceptual framework for integrated company performance. He argues that most marketing authors 
believe that core competencies result from capabilities integrated across functional lines, and can be 
deployed across multiple product markets to leverage firm-specific value-added activities and 
processes. This implies according to Wang that there is also another important component besides 
the technological aspect of core competencies: the marketing aspect of core competencies.  
 
Second, Torkelli (2002, p. 277) argues that core competencies are related to the market by 
establishing the core competencies agenda. Core competencies are separated between new and 
existing, and the market is separated in new and existing too, which enables a matrix for a company’s 
competence-building agenda.  
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Since core competencies as branding opportunities were not addressed in the core competencies 
articles, an additional literature ‘scan’ was performed by a search on the stem terms “core 
competenc” and “branding opportunit” with the use of Science Direct. This search led to 6 hits. 
However, the words appeared to be used in another context and did not relate to the integration of 
core competencies and branding opportunities. The search was extended by separating the words by 
a search on “core competenc”, “branding”, and “opportunit”, and by a search on “core” 
“competenc”, “branding”, and “opportunit”. This most extended search lead to 613 hits in Science 
Direct. The first 200 highest ranked were reviewed, and Display 7 presents a list of the most 
distinctive articles. 
 
Display 7  Indicative literature scan on the integration of core competencies and branding opportunities 
Researcher
(year) 
Title Subject  Integration of core 
competencies and 
branding opportunities 
Arnold 
(2000) 
New dimensions of outsourcing: a 
combination of transaction cost 
economics, and the core 
competencies theory 
Relation core competencies to outsourcing No 
Band 
(1995) 
Strategic control through core 
Competencies 
Relation core competencies to brand 
strategies 
No 
Harish  
(2009) 
Brand positivity and competitive 
effects on the evaluation of brand 
extensions 
Determinants of brand extensions, but no 
relation to core competencies 
No 
Sunil  
(2008) 
 
An analysis of B2B ingredient co-
branding relationships 
Co-branding as market proposition, but not 
related to develop this as core competence 
No 
Booth  
(1998) 
 
Technology, competencies, and 
competitiveness: The case for 
reconfigurable, and flexible 
strategies 
Examination of the features of the 
technology based, and competency based 
school, but no relation to branding 
No 
Harvey  
(1997) 
Protecting the core competencies 
of a company: Intangible asset 
security 
The role of intangible assets in the core 
competencies of business, but no relation 
to branding 
No. 
  
The search did not point to any article on the integration of core competencies and branding 
opportunities. Thus, in this perspective this study is unique, and contributes to the academic 
literature on the integration of core competences and branding opportunities.  
 
2.3 Quality Function Deployment in the literature 
 
This section refers to the Quality Function Deployment (QFD) Theory. It starts with the scope of QFD 
in subsection 2.3.1, followed by a literature review on QFD in subsection 2.3.2. 
2.3.1 Scope of QFD 
Quality function deployment (QFD) is a method to transform user demands into substitute quality 
characteristics, to determine the design quality of the finished good, and to deploy systematically 
this quality into component quality, individual part quality, process elements, and their relationships 
(Shiu, Jiang, & Tu, 2007, p. 404).  
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In a more practical sense (Wikipedia), QFD is a method to transform user demands into design 
quality, to deploy the functions forming quality, and to deploy methods for achieving the design 
quality into subsystems and component parts, and ultimately to specific elements of the 
manufacturing process.”, as described by Dr. Yoji Akao, who originally developed QFD in Japan in 
1966 from Quality Deployment, and who is generally considered as the leading person for QFD.  
 
There are two dominant QFD models. First, Akao’s Matrix of Matrices Model, which is more adopted 
in Japan; and second, the Four-Matrix Model, more adopted in the West (Shiu, Jiang, & Tu, 2007, p. 
405). In this thesis the Four-Matrix-Model is used, because it covers the basic product development 
steps and was used by the case company before to address the ‘core competencies’ in terms of 
customer requirements. Customer requirements, within QFD named Voice of Customer, are related 
to technical or quality related functions, and in this case study to (core) competencies by means of a 
relationship matrix, named House of Quality. This is the level where it stopped for this thesis. Akao’s 
Matrix of Matrices Model was not used by the case company, because it makes the QFD process 
much more complex as this model simultaneously deals with quality, technology, reliability, and cost 
considerations and is focused on New Product Development (NPD). 
2.3.2 Literature review on QFD 
Books, (company) reports, training material, etc. are widely available. However, the number of 
articles, next to those of the founder Akao, is limited. As in the core competencies literature study, 
the study towards QFD literature starts as well with a methodological overview in Display 8, followed 
by an integrative content overview in Display 8. 
 
Display 8 Methodological literature review on Quality Function Deployment (QFD) 
Researcher 
(year) 
Title Article 
background 
Study Method References
/ response 
Population / 
context 
Garibay 
(2010)  
Evaluation of a digital 
library by means of 
Quality Function 
Deployment (QFD) 
and the Kano model 
Journal of 
Academic 
Librarianship 
(Service 
quality) 
Case study and 
questionnaire 
to measure 
customer 
satisfaction 
Ordinal 
scale 
average 
112 
question-
naires 
Users digital 
library 
Guadalajara 
Jiang  
(2007) 
Quality function 
deployment (QFD) 
technology designed 
for contract 
manufacturing 
TQM magazine 
(Quality) 
 
Action research 
(overall review 
past 30 years) 
Overview 20 QFD 
references 
Business 
model of 
contract 
manu-
facturing 
Shiu  
(2007) 
Reconstruct QFD for 
integrated product 
and process 
development 
management 
TQM magazine 
(Quality) 
Action research 
to renew QFD 
Overview 
and 
process 
9 
references 
and 2 
models 
New product 
development 
Presley  
(2000) 
A Soft-Systems 
Methodology 
approach for product 
and process 
innovation 
IEEE trans- 
actions on 
Engineering 
Management 
Literature review 
and case study 
based on SSM 
incorporating QFD 
Overview 
and 
process 
1 case and 
3 
techniques 
SSM 
Akao  
(1997) 
QFD: Past, present, 
and future 
Symposium 
proceedings on 
QFD (Quality ) 
Literature review Overview 30 QFD 
references 
Quality 
Management 
Japan, 
ISO9001. 
 
Display 8 shows that QFD get lots of attention in the engineering and the quality area, and especially 
in the New Product Development (NPD) area. The selected articles in this literature review are on 
case studies, literature review, and action research. They are contributing to an broad overview of 
the QFD application and development. Therefore, the references and models/techniques are added 
to this inventory.  
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Display 9 shows the methodological key characteristics of the selected articles, followed by a more 
detailed discussion on the relevance and input for this thesis. If the original definition of Akao (Shiu, 
Jiang, & Tu, 2007, p. 404) is followed, this is indicated in Display 9 in the column ‘Akao’. Some key 
developments in the QFD technique are added to this display, covering the connection with other 
models and the development of an improved model for QFD, presented in the column ‘Model’; the 
connection to New Product Development (NPD), indicating a tendency from Production Quality (PQ) 
towards New Product Development (NPD) (column ‘NPD’); and finally, the connection between real 
world and systems world, indicating a holistic perspective (column ‘SSM’).  
 
Display 9 Integrative literature review on Quality Function Deployment (QFD) 
Researcher 
(year) 
Key Akao Model NPD SSM Difference Usage for this 
thesis 
Garibay  
(2010)  
Relation QFD and Kano model for 
customer service quality increases 
customer satisfaction by showing 
customer desires and perceived 
qualities and importance rating 
x  x   Implementation 
and use of QFD 
Jiang  
(2007) 
Relates to research areas of QFD, with 
numerical analysis methods and 
applications. Refers to the spread of 
QFD from Japan to the West, and to 
business models; new QFD model to 
deal simultaneously with network of 
quality, to simplify QFD and adapt the 
original QFD practice  
x x x  Business 
model of 
contract 
manu-
facturing 
QFD system 
approach, 
frameworks, 
relations to 
market and 
costs; overview 
general mis-
understandings 
of QFD. 
Shiu  
(2007) 
Relates QFD theory to quality 
improvement in product development 
process; refers to two dominant QFD 
models, Akao Matrix of Matrices Model 
and Four-Matrix model; introduces an 
enhanced model for QFD (EQFD) to 
integrate QFD in New Product 
Development 
x x x   Definition and 
QFD model 
selection 
Presley  
(2000) 
Relates the SSM theory to QFD; goal of 
this SSM phase is to elicit customer 
requirements through the QFD process; 
a study on supporting tools for SSM, 
building framework in SSM; two 
supporting tools, QFD and IDEF0 are 
investigated and compared 
x x x x Product 
and 
process 
innovation 
Relationship 
SSM and QFD 
and comparison 
with other tools 
Akao  
(1997) 
Review of the QFD theory over time: in 
the past a relation to Quality control 
and processes, from 1966 in Japan, in 
1983 to US and Europe; in the present 
(1997 ed.) generally applied and for the 
future two directions, (1) from 
manufacturing to development and 
design focus in new product 
development (2) QFD as 
communication tool to designers and 
product development 
x  x   Future 
development. 
 
Display 9 shows that all articles refer to the original definition of Quality Deployment from Akao. One 
difference is that Jiang (2007, p. 301) adds a Quality function deployment system, related to a Quality 
Assurance system consisting of market survey, product planning, product design, production 
preparation, mass production, and customer service. With this the QFD concept is broadened to 
business integration.  
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The other difference is that Presley (2000, p. 385) relates the QFD not only for customer requirement 
setting, but as well for problem solving and root definition, which is an internal operation, part and 
process related application. This definition seems baseline for further studies towards the 
relationships to other models, for further enhancement of the QFD technique and for an increase 
interest for application in new product development. 
  
Regarding the models, three of the five articles are about new models, however all refer to Akao’s 
baseline model as presented by Shiu (2007, p. 405). The model is also used in this study and is 
referred to as the Four-Matrix Model, which is the approach adopted more in the West. For this 
study, this model is preferred over Akao’s Matrix of Matrices Model, because it limits the elements 
and inputs for the branding constellation more than the Matrix of Matrices Model, where 
simultaneously quality, technology, reliability, and cost considerations necessarily for New Product 
Development (NPD) have to be included. NPD is a highlight in all studies in Display 9, indicating a shift 
from quality improvement to new product development. This is an ongoing development, since QFD 
got an additional role as communication tool (Akao, 1997, p. 6). 
 
Regarding the SSM methodology, Presley (2000, p. 379) states that the Soft Systems Methodology 
(SSM) has been recommended as a tool for scientifically evaluating complex environments. One 
supporting tool within the Soft Systems Methodology is ‘the widely known and practiced quality and 
design tool quality function deployment (QFD)’, in order to elicit information from complex and 
amorphous real-world practices. SSM addresses “fuzzy” problems that occur when objectives are 
unclear, multiple objectives exist, and where there may be several different perceptions of the 
problem, and points to the iterative character of this process. In the innovation development process 
described by Presley (2000, p. 381), Quality Function Deployment (QFD) is used to support several 
stages of SSM. SSM was also applied by Jurg (2008, pp. 3-4) in the introduction of systems 
constellations in branding literature. Thus, SSM is a logical umbrella under which QFD and branding 
constellations can be compared.  
 
As shown in Display 1, the QFD approach is a rational approach from reductionist perspective. This 
reductionist perspective comes from the way it is handled, and from the quality/technical 
environment. It is an opposite of branding constellations, being an emotional holistic approach, and 
therefore interesting for comparisons between both approaches 
 
To conclude, the QFD methodology applied in this study is aligned with the adopted approach in the 
West, a relation was made to SSM, which was also used by Jurg to introduce systems constellations 
in the branding literature. The usage of QFD is still growing and the technique steadily develops into 
new models, other application areas, and even as communication tool. 
 
This chapter set the theoretical framework and baselines for the case study, which will be detailed in 
the next chapter.  
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3  Case study  
 
 
 
The research questions were investigated by means of a case study, which is described in this 
chapter. It starts with the case study design in section 3.1, followed by an introduction of the case 
company in section 3.2. The branding problem of the case company is presented in section 3.3. The 
branding constellation procedure is addressed in section 3.4. Section 3.5 concludes this chapter with 
the summarised findings of the four branding constellations.  
 
3.1 Case study design  
 
Within the methodological framework of the Theme, findings are stacked in order to enhance the 
academic knowledge on the usefulness of branding constellations. Therefore, the methodology of 
multiple case studies is used within the Theme and was continued in this case study. The evidence 
from multiple cases is often considered more compelling and the overall study is therefore regarded 
as being more robust (Yin, 2003, p. 46). For each individual case, a thesis framework was designed 
within the Theme to indicate how and why particular propositions were studied. However across 
cases, every thesis indicated the extent of the replication logic and addressed why certain case 
findings might have had certain results, whereas other cases might have had contrasting results (Yin, 
2003, p. 51).  
 
 
3.2  Case company 
 
The case company is a SME company active since 2010 in Research and Development (R&D) of 
Bluetooth platforms and products, as well as other wireless techniques (see appendix 2 and 8.1). This 
thesis does not mention the company by name for confidentiality reasons. Current products are 
small, wearable Bluetooth headsets that enable to speak hands free via a mobile phone (voice) and 
to listen to music (stereo) without having a wire connection to the device. These devices can be a 
telephone, a personal computer, a radio, or other Bluetooth enabled devices.  
 
The company is a spin-off business from a multinational telecom company and a multinational 
electronics company with a development site in The Netherlands. The multinationals ended their 
activities in The Netherlands in 2010 and the case company continued as a Management Buyout. 
Currently, the case company has 27 former employees covering electronics, software, mechanics, 
PCB design, audio, antenna, industrialization, and quality/reliability. The management structure is 
flat with one CEO and one CTO, who is the founder of Bluetooth. The case company, in historic 
perspective, is described in the historical analysis (appendix 8.1 and appendix 8.2). 
 
The brand team members for the constellations are selected after the introduction (appendix 3.1) by 
the director. The following functions are selected next to the director: systems designer, systems 
analyst, and project manager.  
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3.3  Branding problem of the case company 
 
Since the case company is a spin-off business after the reorganisation mentioned in chapter 3.1, the 
main branding problem and research question of the brand team members was denoted in a brand 
team meeting on January 12th 2011 at the office of the case company: ‘How to make this spin-off 
successful?’. This question was specified by the brand team members as ‘Which core competencies to 
address for which company customer and for which consumer group?’. From the former situation the 
case company was acquainted with the Business-to-Business (BtB) market, whereas there was very 
little experience and knowledge on the Business-to-Consumer (BtC) market. Therefore, the focus in 
the start-up phase was on the BtB core competencies, because the experience and success rate 
seemed to be the highest in that segment according to the director. It was decided that the BtC core 
competencies could be identified parallel to the first. Subsection 3.3.1 introduces the BtB market and 
subsection 3.3.2 the BtC market. 
 
3.3.1  Business-to-Business (BtB) market 
The sub question for the BtB market was: ‘Which core competencies to address for which company 
customer?’. In a second meeting on January 14th, 2011 at the office of the case company, an 
inventory was made which core competencies might contribute to the success of the case company 
for the most relevant company customers. These elements are presented in appendix 6 and 7. 
Because of the high amount of potential elements a colour code was used in the hand-out, where 
each company had its own unique colour. For confidentiality reasons the symbols used in the BtB 
branding constellations are not explained in Display 10. The elements marked with a star-shaped 
mark (*) were positioned in the BtB branding constellations; the other elements were not positioned 
in the BtB branding constellations. 
 
Display 10 Pre-defined branding elements to identify BtB competencies  
Internal and external BtB branding elements 
Code Internal branding BtB elements Code  External branding BtB elements 
T*2 Case company name SA*2 Customer SA 
W*2 Case company strapline GJ, MP Current contacts customer SA 
M*2 Miniaturisation HA*1 Current offer 
R Robustness (Quality)  NA*1 New offer 
E Location of case company HT*2 Customer HT 
F First HH Current contacts customer HT 
S*1 Sny (electronics multinational) KO, LO, FP Optional contacts customer HT 
L Low power SI Simplicity 
A*1 Audio NO*2 Customer NO 
C Confirmed strategic partner HN Current contacts customer NO 
  RA*2 CEO customer NO 
  JE Product portfolio customer NO 
  EX Exclusivity 
  AP Apl sales channel 
  PL*2 Customer PL 
  HP Current contacts customer PL 
  WA, ST Optional contacts customer PL 
  PR Prosumer 
*1 = positioned in one of the two BtB branding constellations  
*2 = positioned in both BtB branding constellations 
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The elements above (appendix 6) are handed out to the brand team members as input and 
guidelines for the two BtB branding constellations. The branding constellation (named BtB-1) 
conducted by the protagonist with most affinity with the BtB market was considered leading. This 
was the director. The other BtB constellation (named BtB-2) was conducted by the systems designer.  
3.3.2  Business-to-Consumer (BtC) market 
The sub question for the BtC market is similar to the BtB market: ‘Which core competencies to 
address for which consumer group’. In the second meeting on January 14th, 2011 at the office of the 
case company, also an inventory was made about which core competencies might contribute to the 
success of the case company for the most relevant consumer groups. An overview is presented in 
Display 11. The elements in are mentioned in order of their appearance in the meeting. The elements 
with a star-shaped mark (*) were positioned in the BtC branding constellations, whilst the other 
elements were not positioned in the branding constellations. 
 
Display 11 Pre-defined branding elements to identify BtC core competencies 
Internal and external BtC branding elements  
Code Internal BtC branding element Code  External BtC branding element 
T*2 Case company name BU*2 Musical artist BU  
H*2 Headsets TI, VE Other artists 
D Design company JA*2 Headset users  
W*1 Case company strapline JA1*3 Low price Japan*** 
M*1 New sub brand name JA2*3 High price Japan*** 
N The Netherlands WA*2 Apl users Western Europe 
A*1 Audio WA1*3 Low price (Western Europe)*** 
  WA2*3 High price (Western Europe)*** 
  AS Apl store 
*1 = positioned in one of the two BtB branding constellations  
*2 = positioned in both BtC branding constellations 
*3 = in further text referred to as Low price and High price, without the addition ‘Japan’ or ‘Western Europe’ 
 
The elements above (appendix 6) are handed out to the protagonists as input and guideline for the 
branding constellations. Two BtC branding constellations were conducted. The leading branding 
constellation (BtC-1) was considered the branding constellation conducted by the protagonist with 
most affinity with the BtC market, which was the project manager. Meeting minutes can be found in 
appendix 3, 4, and 5. 
 
 
3.4  Branding constellation procedure for the case company 
 
The general procedure of the actual branding constellations as they were conducted in Jurg’s study is 
continued within the Theme, and covers five phases (Jurg, 2010, p. 24)  
1. Introduction phase 
2. Projection phase 
3. Intervention phase 
4. Vision phase 
5. Debriefing phase.  
These phases are described in general terms by Jurg (2010, pp. 24-27), respectively the subsections 
3.3.1 until 3.3.5 explain these phases for this case study in particular. This subsection regards the 
branding constellations as they were conducted for the case company in January 2011 (see appendix 
3.1, and 3.2). This subsection starts with the organisation of the branding constellation process. 
 
Core Competencies as Branding Opportunities 
 
- 20 - 
 
3.4.1  Organisation of the branding constellation process 
As described in subsection 3.3, the branding constellation process started with a presentation to the 
case company management (see also appendix 3.2) and a discussion with four of the six brand team 
members one week (January 12th and 14th, 2011) before the branding constellations were conducted 
(January 19th, 2011). In these meetings, the core branding elements and the casting of the branding 
constellations were agreed upon (see also appendix 6), as well the planning of the branding 
constellations.  
At the start of the constellation day, the four brand team members divided themselves in two sub 
teams of two brand members. The first sub brand team, named ‘A’ consisted of the director and the 
systems analyst; the second sub team, named ‘B’ consisted of systems designer and the project 
manager. The first sub brand team (A) conducted their BtB branding constellation in room Curie with 
facilitator W, whilst the second sub brand team (B) conducted their BtB branding constellation in 
room Moore with facilitator J. Display 12 presents the branding constellations, the protagonists, and 
the facilitators. The protagonist is the person who chooses and positions the core elements in a 
branding constellation. The protagonists/brand team members and elements can be found in detail 
in appendix 6 and 7. For confidentiality reasons, the protagonists are denoted here by their function 
and the facilitators by the first letter of their last name.  
 
Display 12 Branding constellation distribution  
Distribution Branding constellation 1 (leading) Branding constellation 2 (parallel) 
Business-to-Business 
(BtB) 
Sub brand team: A 
Protagonist: director 
Assistant: systems analyst 
Facilitator: W 
Sub brand team: B 
Protagonist: systems designer 
Assistant: project manager 
Facilitator: J 
Business-to-Consumer 
(BtC) 
Sub brand team: B 
Protagonist: project manager 
Assistant: systems designer 
Facilitator: J 
Sub brand team: A 
Protagonist: systems analyst 
Assistant: director 
Facilitator: W 
 
For the BtC branding constellation the blancs changed rooms and facilitators, meaning that the 
leading BtC branding constellation was conducted in room Moore with facilitator J and the retest BtC 
branding constellation in room Curie with facilitator W (see appendix 18). The rooms were fully 
identical in size, dimensions and facilities and located next to each other, see Display 13 and Display 
14.   
 
Display 13 Room Curie (Sub brand team A) Display 14 Room Moore (Sub brand team B) 
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Display 15 announcement 
The group of blancs was invited by facilitator J, two months before 
the branding constellations took place. Blancs are people who neither 
know the protagonists nor the subject of the constellations and 
hardly know the other people invited to have the stand-ins focus on 
their emotions in the constellations rather than their cognitions 
about the case or about their future relationships with the other 
people invited (Jongsma, 2011, p. 13). They received no background 
information, only time and location, at 15.00 hours on January 19th, 
2011 in Marketing Village, FHI, Dodeweg 6 in Leusden (see also 
Display 15). Unfortunately, only half of the expected blancs showed 
up, due to traffic, health, and/or business problems. Thus, the group 
of blancs was limited to seven persons per branding constellation.  
 
3.4.2  Introduction phases  
The introduction at time of the branding constellations with protagonists, facilitator and stand-ins in 
Leusden were both limited to ‘welcome’ only to avoid cognitive interpretations by the blancs.  
    
3.4.3  Projection phase 
As usual in branding constellations, the protagonists selected people from this group of blancs to 
take the role of the branding elements agreed upon in the brand team meetings. The selected people 
who personified these elements are called stand-ins (Jurg, 2010, p. 25). The selection of the blancs to 
stand for the elements is called element projection because the protagonists are thought to project 
their associations with these elements onto the selected people.  
 
Next, the protagonists positioned these stand-ins in relation to each other in the room without any 
further communication or intervention by the facilitator (Display 16). The positioning of these stand-
ins is called systems projection (Jurg, 2010, p.25). These projections evoked emotions in the stand-
ins. The facilitator questioned the stand-ins on these emotions and asked for instance, how they felt 
about their position, to whom they felt attracted, and from whom they would like to move away. 
 
Display 16 Positioning of stand-ins in leading BtC-1 constellation  
Legend: the stand-in with blue shirt is positioned by 
the protagonist (the project manager of the Case 
company) behind him in the white shirt. This is based 
on the feelings of the protagonist. 
 
 
The emotional feedback was assumed to reveal feedback loops between the positioned branding 
elements. The expressed emotions were employed by the facilitators as systems metaphors 
stimulating the brand team members to identify the core competencies of their company.  
 
3.4.4  Intervention phase 
During the intervention phases the facilitators deepened the systems metaphors by conducting 
interventions to identify the core competencies in three ways. First, by repositioning stand-ins to 
reveal the emergent patterns identified by the facilitator (see Display 17).  
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Display 17 Repositioning of stand-in 
Legend: the stand-in with blue shirt, where only the 
right hand is visible, is repositioned by facilitator W in 
the black suit. He points to the place where he wants 
the stand-in to take position.  
 
 
 
 
Second, by introducing emergent elements which the protagonists did not consider being core 
elements. These elements seemed to be important to bring harmony in the system and to help the  
brander to understand the identification process of the core competencies according to the 
facilitator (see Display 18).  
 
Display 18 Introducing emergent elements  
Legend: facilitator W in black costume on the left, 
points both sub brand team A members to an 
apparently missing element in the system, where all are 
thinking what this could be. A stand-in called ‘missing 
element’ (in the light pink shirt) was finally positioned. 
 
 
 
 
 
 
 
 
 
Third, by explicating the implicit emotions of the stand-ins, named process work (Jurg, 2010, p. 26), 
when the facilitator had the impression that the stand-in might not fully express their felt emotions. 
In the constellation this was noticeable by the questions from the facilitator to repeat a statement 
produced by the facilitator. Facilitator W frequently used this process work a lot, whilst facilitator J 
was very restrained in this process work.  
 
In the branding constellations of the case study the interventions began immediately after 
positioning the first elements, especially by facilitator W. In contrast between both facilitators, next 
to the process work, facilitator J did not introduce emergent elements, where facilitator W 
introduced five emergent elements; one in the BtB constellation (Focus and mission) that turned out 
to be of significant influence, and four in the BtC constellation (Customer expensive product, 
Customer high price product, Expensive product, and Brand name) that finally developed into a 
separate sub brand system. 
 
3.4.5  Vision phase 
During the vision phase the brander generally sets up a stand-in for an optional change in the 
marketing programme to reveal configurations with positive and/or negative feedback loops based 
on this optional change (Jurg, 2010, p. 27). The final configuration is called the vision constellation. 
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In the vision phase, the focus is generally on new brand elements. Here, it was on the company 
customers as being leading to decide on the case company’s core competencies. The branding 
elements in the BtB visions constellations are presented in Display 19. The numbers 1 and 2 
represent the branding elements in the vision constellations were 1 refers to the branding elements 
in BtB-1 vision constellation with facilitator W and 2 refers to the branding elements in the BtB-2 
vision constellation with facilitator J. 
 
Display 19 Branding elements in the BtB vision constellations  
 BtB vision constellation 1 2  BtB vision constellation  1 2 
Code Internal branding BtB element W J Code  External BtB branding element W J 
T Case company name x x SA Customer SA x x 
W Case company strapline x x GJ, MP Current contacts customer SA   
M Miniaturisation x  HA Current offer   
R Robustness (Quality)   NA New offer   
E Location of case company   HT Customer HT x x 
F First   HH Current contacts customer HT   
S Sny (electronics multinational)   KO, LO, FP Optional contacts customer HT   
L Low power   SI Simplicity   
A Audio   NO Customer NO  x 
C Confirmed strategic partner   HN Current contacts customer NO   
FM Focus and mission   RA CEO customer NO   
    JE Product portfolio customer NO   
    EX Exclusivity   
    AP Apl (sales channel)   
    PL Customer PL  x 
    HP Current contacts customer PL   
    WA, ST Optional contacts customer PL   
 
The branding elements that were represented in both vision constellations were: Case company 
name, Case company strapline, Customer SA, and Customer HT. Branding elements that positioned in 
only one  vision constellation were: Sny, Audio, Current offer, and New offer. In BtB-1 Audio, Current 
offer, and New offer were positioned, whilst in BtB-2 only Sny.  The BtB vision constellation is 
presented in Display 20 and the BtB-2 vision constellation in Display 21. 
 
Display 20 Vision constellation BtB-1 
 
Display 21 Vision constellation BtB-2 
 
Legend:  The BtB-1 vision constellation shows that 
Case company name, Case company strapline and 
Miniaturisation facing the SA customer SA (stand-in 
with the light shirt) and the HT customer (stand-in 
with the open jacket on the left. 
 
Legend: The BtB-2 vision constellation of the 
constellation shows Case company name and Case 
company strapline facing the customer. In this case 
four customers; from left to right, starting with the 
stand-in in the white shirt, HT, SA, NO and PL.  
 
 
 
Case 
company Strap 
line 
Customer 
Customer 
Miniaturi- 
sation 
Case 
company 
Strap 
line 
Customer Customer 
Customer 
Customer 
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The differences between the BtB-1 and the BtB-2 branding constellations are that in BtB-2 
Miniaturisation is not taking part of the vision constellation and that two extra customers are 
positioned: NO and PL. Miniaturisation was ‘emotionally’ lost in the BtB-2 constellation due to the 
internal discussions between Case company name and Case company strapline.  
  
The branding elements in the BtC vision constellations are presented Display 22. The numbers 1 and 
2 represent the branding constellations, where 1 = BtC-1 with facilitator J and 2 = BtC-2 with 
facilitator W. 
 
Display 22 Emerging core competencies in vision phases for the BtC branding constellations  
BtC vision constellation 1 2 BtC vision constellation 1 2 
Code Element J W Code  Element J W 
T Case company x x BU Musical artist BU x  
H Headsets x x TI, VE Other artists   
DE Design company   JA Headset users x x 
W Case company strapline  x JA1 Low price Japan   
M Brand name  x JA2 High price Japan   
N The Netherlands   WA Apl users Western Europe x x 
A Audio   WA1 Low price  x x 
E Extra/additional element  x WA2 High price x x 
PD Product in expensive segment  x AP Apl x  
C1 Customer in expensive segment  x AS Apl store   
C2 Customer for high price product  x     
 
In the BtC-1 vision constellation eight elements were positioned, whilst in the BtC-2 vision 
constellation fifteen elements were positioned. The vision constellation of the BtC-1 branding 
constellation is presented in Display 23 and for the BtC-2 branding constellation in Display 24. 
 
Display 23 Vision constellation BtC-1 Display 24 Vision constellation BtC-2 
 
Legend:  The BtB-1 vision constellation shows that 
Case company name, Case company strapline and 
Miniaturisation facing the SA customer SA (stand-in 
with the light shirt) and the HT customer (stand-in 
with the open jacket on the left. 
 
 
Legend: The BtB-2 vision constellation shows Case 
company name and Case company strapline facing four 
customers; from left to right, starting with the stand-in 
in the white shirt, HT, SA, NO, and PL.  
 
The vision constellation of BtC-1 shows a very harmonious constellation, where Case company name 
and Headsets are looking at Apl users Western Europe, with both price segments on their left side. 
The vision constellation of the BtC-2 constellation shows a similar picture, where Case company 
name and Headsets are facing Apl users Western Europe. However, in the BtC-2 vision constellation 
Case company name and Headsets are also looking at Headset users, whilst on the left side of Display 
24 a new business segment is visible.  
  
Head 
phone 
Case 
company 
Apl  
users Western 
Europe 
Price 
Price 
Headsets 
Case 
company 
Separate 
Segment 
Apl  
users 
Western 
Europe 
Price 
Headset 
users 
Core Competencies as Branding Opportunities 
 
- 25 - 
 
3.4.6  Debriefing phase 
In the debriefing phase the facilitators asked the protagonists to explain the company, the branding 
problem, and the roles of the stand-ins to help the stand-ins to rationalise their emotions (Display 
25). The stand-in reflection on their experiences was also helpful for improved understanding of the 
constellations for the brand team members . The branding constellation procedure was formally 
closed in this phase. However, there was an informal debriefing as well, where spontaneous 
feedback on the constellation and to the branding problem was given (Display 26). 
  
Display 25 Formal debriefing Display 26 Informal debriefing 
 
 
This chapter described the case study and how it elaborated from case study selection to the core 
configurations. The next chapter continues with the methodology and data design for the reliability 
measurements of these branding constellations.   
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4  Methodology  
 
 
 
This chapter explains the methodology followed in this case study and the data design used within 
the Theme to answer the research questions described in chapter 1.2.2. Section 4.1, 4.2, and 4.3 
cover the research questions 1, 2, and 3, respectively. Section 4.3 and 4.4 covers the leeway of this 
case study and research question 4.  
 
 
4.1  Reliability measurements of the branding constellations 
 
This section presents the design of the case study to answer research question 1 (chapter 1.2.2): 
“How reliable is the branding constellation of this case study regarding precision reliability, bilateral 
relationship test-retest reliability, perceived bilateral relationship reliability, triangulation reliability, 
introspective reliability, and consensus development reliability?” Within the Branding Theme, all 
these measurements were carried out before. Subsection 4.1.1 explains how the precision reliability 
measurement was designed, subsection 4.1.2 goes into the design of the bilateral relationship test-
rest reliability, subsection 4.1.3 addresses the perceived bilateral relationship reliability, subsection 
4.1.4 deals with the triangulation reliability, subsection 4.1.5 tackles the introspective reliability, 
subsection 4.1.5 attends to the recently introduced consensus development reliability. Finally, 
subsection 4.1.6 gives an overview of the reliability measurements of this subsection. 
 
4.1.1  Precision reliability 
The precision of the branding constellations of this case study is defined as the degree of which the 
statements of the constellations can be tested (2.1.3). This measurement focuses on the reliability of 
the branding constellation by measuring its falsification/verification opportunities. This precision 
measurement replicates the developed procedure within the Branding Theme. Van Reij (2010, p. 37) 
summarised the theme efforts into a measurement including detailed instructions, which are used 
for transcriptions and measurements (see appendix 15). The Branding Theme conceptualises 
precision reliability based on Peter (1977, p. 394). Peter refers to precision as a second approach of 
reliability.  
 
The transcriptions of the branding constellations were imported in the excel file after which the 
measurement could be carried out using the instructions. Not all statements were suitable for 
measuring.  Display 27 presents an overview of the not applicable statements for precision 
measurements conform immediate Theme predecessor Meines (2011, p. 37). The sixth statement is 
added to this legend because it occurs repeatedly that statements were repeated on request of the 
facilitator. 
 
Display 27 Legend of not applicable statements for precision measurements (after Meines, 2011, p.37) 
Statements by the stand-ins that were not taken into account 
1 Incomplete sentences, single words, or stop gaps  
2 Not understandable statements shown as [ ]  
3 
Repeated statements by the facilitator due to not understandable statements according to 
blancs and/or stand-ins 
4 Comments by the camera people 
5 Statements like: thank you, of the facilitator, and protagonist 
6 Notes added to the statements 
7 Statements done on request of facilitator. 
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The above explained method led to an excel file in which all statements of the stand-ins of the 
branding elements during the branding constellations, that did not qualify as a not-applicable 
statements, were scored for their precision. Regarding to all the measurements, the researcher 
completed the files; next, the Theme coordinator, and the current Theme students were asked to 
review the files. Display 28 presents the scoring legend for the precision measurement of the 
Branding Theme after Meines (2011, p. 37), where “are/might be found in the literature” was 
replaced by “might be found in the literature” as neither the former Theme students nor this Theme 
student linked the statements to the literature as the first few Theme students tried to do. 
 
Display 28  Legend precision reliability scores; scale -2 to +2 (Meines, 2011, p. 37) 
Legend precision reliability scores 
Scores Interpretations 
+2 
Statement of a stand-in of a brand element is directly measurable and 
therefore can be verified or falsified 
+1 
Statement of a stand-in of a brand element can be operationalised 
using definitions that might be found in literature 
 0 
Statement of a stand-in of a brand element cannot be operationalised 
using definitions that might be found in literature 
-1 Statement of a stand-in of a brand element is multi-interpretable 
-2 
Statement of a stand-in of a brand element is in contradiction with 
another statement made by this stand-in. 
 
Further specific instructions regarding the standardised precision measurement are given in the excel 
file tab ‘manual’ (Appendix 15). The tab “total precision score” in the same excel file presents the 
precision reliability. Where a row “weighted average” of the mentioned tabs is given, the totalised 
precision scores are divided straight by the number of elements involved. The standardised excel file 
contains a standard legend for interpreting the findings conform Meines (2011, p.37), presented in 
Display 29. 
 
Display 29 Legend total precision reliability scores: scale -2 to +2 (Meines, 2011, p. 37) 
Legend total precision reliability scores 
Scores Interpretations 
 +1.2 – +2.0 The precision reliability score is very high 
 +0.4 – +1.2 The precision reliability score is moderately high 
 -0.4 – +0.4 The precision reliability score is ambivalent 
 -1.2 – -0.4 The precision reliability score is moderately low 
 -2.0 – -1.2 The precision reliability score is very low. 
 
4.1.2  Bilateral relationship test-retest reliability 
This subsection explains how the second component of the first research question was designed: the 
bilateral relationship test-retest reliability measurement of this case study. This measurement 
focuses on the reliability of the branding constellations by comparing the bilateral relationship of the 
stand-ins of the identical branding elements in the two BtB and the two BtC branding constellations. 
In, order to measure the relationships between the branding elements in the branding constellations, 
the standardised measurements by predecessor Van Reij  (2010, p. 36) is used. The transcriptions of 
the branding constellations were imported in the excel file after which the measurement could be 
carried out using the instructions in the standardised excel file (Appendix 16). Not all statements 
were suitable for measuring, Display 30 presents an overview of the not applicable statements for 
bilateral test-retest measurements. This display is based on Jongsma (2011, p.24) where statements 
3 to 10 are added. 
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Display 30 Legend not applicable statements for bilateral relationship test-retest reliability measurements  
(after Jongsma, 2011, p. 24) 
Not applicable statements for bilateral relationship test-retest reliability measurements 
1 
Statements in the of a stand-in in second person, for example: "he has a connection with him". The 
relationship of the stand-in to, or regarding another stand-ins are taken into account 
2 Incomplete sentence, single words, or stopgaps are not taken into account 
3 
Not understandable statements are shown as [ ]. Repeated statements by the facilitator due to not 
understandable statements are not taken into account  
4 
Non verbal is only noted if it is different from the verbal, but not taken into account for precision 
scores 
5 
General methodological statements, or repetition of statements from facilitator, and brander(s) are 
not transcribed 
6 
Statements/ comments by the camera people are not taken into account, except the comments 
regarding checks these are underlined 
7 Statements like; thank you, of the facilitator, and brander are not taken into account 
8 Statements like; eh, ah etc. are not transcribed unless they are functional 
9 Non-verbal responses are transcribed if they are perceived different from verbal responses 
10 Notes added to the statements. 
 
The standardised excel file also prescribes a legend for scoring bilateral relationships (Display 31). 
This Display is based on Meines (2011, p. 40), where after stand-in is added “of a branding element in 
a branding constellation”. 
 
Display 31 Legend bilateral relationship test-retest reliability scores; scale -2 to +2 (Meines, 2011, p. 40))  
Legend bilateral relationship test-retest reliability scores 
Scores Interpretations 
+2 
The statement of the stand-in of a branding element in a branding constellation indicates a very 
positive relationship with the stand-in of another branding element in this branding constellation 
+1 
The statement of the stand-in of a branding element in a branding constellation indicates a 
positive relationship with the stand-in of another branding element in this branding constellation 
 0 
The statement of the stand-in of a branding element in a branding constellation indicates a 
neutral relationship with the stand-in of another element in this branding constellation 
-1 
The statement of the stand-in of a branding element in a branding constellation indicates a 
negative relationship with the stand-in of another element in this branding constellation 
-2 
The statement of the stand-in of a branding element in a branding constellation indicates a very 
negative relationship with the stand-in of another element in this branding constellation. 
 
Al applicable statements were scored. The standardised excel file calculated the averaged scores of 
the relationships presented in a matrix (Appendix 16). Display 32 presents the legend to analyse the 
comparison of the bilateral relationships of the elements between two different constellations, 
where Display 33 presents the classification of differences between two constellations. The 
standardised interpretation of Jurg (2010: 99) was used. The legends are conform Meines (2011, p. 
38). 
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Display 32 Legend total bilateral relationship test-retest reliability scores for elements; scale -2.0 to +2.0  
(Meines, 2011, p. 38)  
Legend total bilateral relationship test-retest reliability scores 
Scores Interpretations 
+1.2 – +2.0 
The similarity in the relationship between two stand-ins of branding elements in two 
different branding constellations is very strong  
+0.4 – +1.2 
The similarity in the relationship between two stand-ins of elements in two different 
constellations is moderately strong  
-0.4 – +0.4 
The similarity in the relationship between two stand-ins of elements in two different 
constellations is ambivalent  
-1.2 – -0.4 
The similarity in the relationship between two stand-ins of elements in two different 
constellations is moderately weak 
-2.0 – -1.2 
The similarity in the relationship between two stand-ins of elements in two different 
constellations is very weak. 
 
Display 33 presents the classification of differences between the relationships of the branding 
elements in the two BtB and the two BtC branding constellations. The legends are conform Meines 
(2011, p. 38), except that the text “stand-ins of identical elements in” was added after the word 
“between”. Display 33 is used to compare two bilateral reliability measurement with each other. 
 
Display 33 Legend bilateral relationship test-retest reliability scores; scale 0 to 4.0 (after Meines, 2011, p. 38) 
Legend total bilateral relationship test-retest reliability scores 
Deltas Interpretations 
0.0 – 0.8 
The similarity in the relationships between stand-ins of identical branding elements in two 
different branding constellations is very strong  
0.8 – 1.6 
The similarity in the relationships between stand-ins of identical branding elements in two 
different branding constellations is moderately strong  
1.6 – 2.4 
The similarity in the relationships between stand-ins of identical branding elements in two 
different branding constellations is ambivalent  
2.4 – 3.2 
The similarity in the relationship between stand-ins of identical branding elements in two 
different branding constellations is moderately weak 
3.2 – 4.0 
The similarity in the relationships between stand-ins of identical branding elements in two 
different branding constellations is very weak. 
 
4.1.3  Perceived bilateral relationship reliability 
This subsection explains how the third component of the first research question, the perceived 
bilateral relationship reliability measurement, was designed. This measurement focuses on the 
reliability of the branding constellations by comparing the appeared bilateral relationship between 
the branding elements in a branding constellation with the perceptions of these relationships by the 
protagonist of that branding constellation before this constellation was conducted. This 
measurement is based on the comparable measurements within the Theme from predecessor 
Meines (2011, p. 39). The measurements of the bilateral relationships of the branding constellations 
were based on the measurements explained in subsection 4.1.2, the standardised (Van Reij, 2010) 
bilateral relationship test-retest measurement. Inputs were obtained from a questionnaire 
completed by the protagonists independent from each other. The comparisons of the perceptions of 
the bilateral relationships with those of the branding constellations were carried out following the 
standardised comparisons of the bilateral relationships by Van Rey (2010, pp. 31-21). The relevant 
questionnaires can be found in appendix 17. 
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Additional to the standardised measurements within the Theme, the questionnaire was not only 
filled out by the protagonists the day before the branding constellations were conducted (the pre-
constellation measurement), but also nine months after the branding constellations were conducted 
(post-constellation). The differences indicate if there has been changes in thinking of the 
protagonists. The post-constellation measurement findings were added to the standardised pre-
constellation measurement findings. Display 34 follows Meines (2011, p. 39), and is based to the 
bilateral relationship test-retest reliability score, but the legend is adapted for scoring rows towards 
columns, which is of importance for completing the questionnaire.  
 
Display 34 Legend perceived bilateral relationship reliability scores; scale -2 to +2 (Meines, 2011, p.39) 
Legend perceived bilateral relationship reliability scores 
Scores Interpretations 
+2 Very positive relationship of a row branding element towards a column branding element 
+1 Moderately positive relationship of a row branding element towards a column branding element 
 0 Neutral/ambivalent relationship of a row branding element towards a column branding element 
-1 Moderately negative relationship of a row branding element towards a column branding element 
-2 Very negative relationship of a row branding element towards a column branding element. 
 
Both the pre- and the post-constellation measurements led to a matrix of the relationships between 
the elements in the rows and columns, in the same format, and with the same legend as the bilateral 
relationship test-retest reliability scores, meaning that the perceived bilateral relationships scores 
could directly be compared using the legend of Display 33.  
 
4.1.4  Triangulation reliability  
This subsection explains how the fourth component of the first research question, the triangulation 
reliability, was designed. Triangulation is supposed to support a finding by showing that independent 
measure of it agree with it, or, at least, do not contradict it (Miles & Huberman, 1984, p. 234). Often 
the researcher uses a modus operandi approach, which consists largely of triangulating independent 
indices. Modus operandi, this is the description of the manner of working, refers to the method 
followed in order to find the clues to observations. Miles, and Huberman (1984, p. 234) point to the 
essence of how you get to the finding in the first place, by seeing, or hearing multiple instances of it 
from different sources, and by squaring them. These sources are independent, sturdy, of different 
types, and sources, and congruent.  
 
For the case study the triangulation measurement focuses on the reliability of the branding 
constellations by comparing the insights on the core competencies from the branding constellations 
with these insights found from the other, independent sources and the modus operandi as described 
above. This triangulation starts with a historical analysis, followed by the scores of the statements on 
a list with 14 proposition, and finished with the scores of the success rate by the stand-ins. These 
were related to the branding elements that were positioned in the branding constellations.  
Thus, the sources used for triangulation in this case study are: 
(1)  A historical analysis  
(2)  A questionnaire to stand-ins and blancs immediately after the constellation, and  
(3)  A questionnaire to the protagonists immediately after the constellation.  
 
The triangulation reliability measurements of this case study are based on the measurements of 
Karel (2009, p. 35) and Halters (2009, p. 37), where they aimed to measure a comparison of the 
insights generated by the constellation with history of the brand. Karel (2009, p. 36) compares 
constellation insights and stated that only three insights could be compared. In order to follow 
Karel’s approach the way insights are gathered is continued, but adapted for this case study and 
named propositions in line with Jongsma (2011, p. 46). The historical analysis refers to the intrinsic 
core competencies and the questionnaires for the observed core competencies. This adds to the 
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Theme by further conceptualisation of triangulation reliability. The propositions on the core 
competencies  are presented in appendix 18.  
 
The historical analysis was conducted before the branding constellations were conducted, and  was 
conducted strictly separate from the branding constellations preparation. To reduce the researcher 
bias in this case study, the historical analysis is reviewed by two persons, both working over 20 years 
with the case company  in different functions: the first is the office assistant (secretary), the other is 
a development and industrialization engineer. Both showed a different perception on the history and 
the analysis was updated.  
 
The questionnaires for stand-ins, blancs, and protagonists were completed immediately after the 
branding constellations. The questionnaires are based on statements regarding the core 
competencies that could be scored on a -2 to +2 scale (appendix 19). Immediately after the branding 
constellations the stand-ins were asked to write down the factors of success and/or failure they 
perceived regarding the branding constellation experienced (appendix 18). The propositions on the 
core competencies from the branding constellation were compared with the scores on the core 
competency statements of the stand-ins and with the findings of the historical analysis.  
 
For the comparison the standardised bilateral relationship test-retest reliability models were used. 
Display 35 presents the legend of the similarity scores based on the standardised interpretations of 
Jurg (2010, p. 99).  
 
Display 35 Legend triangulation reliability scores; scale -2 to +2 (after Jurg, 2010, p. 99)  
Legend similarity score 
Scores Interpretations 
+2 The factors of success and/or failure are very similar 
+1 The factors of success and/or failure are moderately similar 
0 The factors of success and/or failure are ambivalent 
-1 The factors of success and/or failure are moderately dissimilar 
-2 The factors of success and/or failure are very dissimilar. 
 
The triangulation reliability scores can be compared using the legend of Display 36, which is based on 
the bilateral relationship test-retest reliability score, following the interpretation from Meines (2011, 
p. 39).  
 
Display 36 Legend triangulation reliability scores (scale -2 to +2)   
Legend triangulation scores 
Scores Interpretations 
+1.2 – +2.0 The triangulation reliability is very high 
+0.4 – +1.2 The triangulation reliability is moderately high 
-0.4 – +0.4 The triangulation reliability is ambivalent 
-1.2 – -0.4 The triangulation reliability is moderately low 
-2.0 – -1.2 The triangulation reliability is very low. 
 
4.1.5  Introspective reliability 
The introspective reliability of the branding constellations of the case study is defined as the degree 
to which the statements of the constellations match with the reality perceptions of the researcher, 
under the assumption that these perceptions represent reality.  
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In order to examine introspective reliability of the branding constellations, first the testable 
statements were selected by means of excel models of van Reij (2010, p. 37). Second, the researcher 
reflected on the ‘truth’ (the representation of reality; based on (Carson, Gilmore, Perry, & Gronhaug, 
2001, p. 16) of the falsifiable statements, given available extrinsic, intrinsic, and tacit information 
available or traceable. Finally, the excel models of van Reij were adapted to calculate scores for 
introspective reliability comparable with the approach for precision reliability.  
 
The transcriptions of the branding constellations were imported in the excel files after which the 
measurements could be carried out. Not all statements were suitable for measuring. Display 37 
presents an overview of the not applicable statements. This is based on Meines (2011, p.37), where 
statement 7 is added. 
 
Display 37 Legend of not applicable statements for introspective reliability (Meines, 2011, p.37) 
Statements by the stand-ins that were not taken into account 
1 Incomplete sentences, single words, or stop gaps  
2 Not understandable statements shown as [ ]  
3 
Repeated statements by the facilitator due to not understandable statements according 
to public-members, and/or stand-ins 
4 Comments by the camera people 
5 Statements like: thank you, of the facilitator, and protagonist 
6 Notes added to the statements 
7 Statements done on request of facilitator. 
 
The above explained method led to an excel file in which all statements of the stand-ins of the 
branding elements, that did not qualify as a not- applicable statements, were scored on their 
introspective reliability. The researcher completed the files, whilst the Theme coordinator and the 
current Theme students were asked to review these files. Display 38 presents the scoring legend for 
the introspective reliability measurement of the Theme (Ten Have-Smit, 2007, p. 25). The word 
‘motivation’ is changed into ‘interpretation’ and next to ‘falsifiable’ the term ‘verifiable’ is added. 
 
Display 38 Legend introspective reliability scores; scale -2 to +2 (Ten Have-Smit, 2007, p. 25)  
Legend introspective reliability scores 
Scores Interpretations   
+2 
A falsifiable or verifiable statement of a stand-in of a branding element in the branding 
constellation is fully in accordance with reality according to the researcher 
+1 
A falsifiable or verifiable statement of a stand-in of a branding element in the branding 
constellation is moderately in accordance with reality according to the researcher 
0 
The researcher does not know whether a falsifiable or verifiable statement of a stand-in 
of a branding element in the branding constellation is in accordance with reality 
-1 
A falsifiable or verifiable statement of a stand-in of a branding element in the branding 
constellation is moderately in discordance with reality according to the researcher 
-2 
A falsifiable or verifiable statement of a stand-in of a branding element in the branding 
constellation is fully in discordance with reality according to the researcher. 
 
Further specific instructions regarding the introspective reliability are given in the excel file tab 
‘manual’ (Appendix 23). The tab “total introspect. sc.” in the same excel file presents the 
introspection reliability. Since Ten Have-Smit does not present an overall legend, the statements and 
legends from the precision measurements were used from the excel models developed by Van Reij 
(2010). These were renamed where “prec.” in the tab name was renamed to ‘introspec’. Where a 
row “weighted average” of the mentioned tabs is presented, the totalised scores are divided straight 
by the number of branding elements involved. The standardised excel file contains a standardised 
legend for interpreting the findings (Display 39). 
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Display 39 Legend total introspective reliability scores; scale -2 to +2  
Legend total introspective reliability scores 
Scores Interpretations 
 +1.2 – +2.0 The introspective reliability is very high 
 +0.4 – +1.2 The introspective reliability is moderately high 
 -0.4 – +0.4 The introspective reliability is ambivalent 
 -1.2 – -0.4 The introspective reliability is moderately low 
 -2.0 – -1.2 The introspective reliability is very low. 
4.1.6  Consensus development reliability 
Jongsma (2011, p. 7) introduced a new indicator of reliability based on the first category of reliability 
definitions within the Theme (Van Reij, 2010, p. 19). Van Reij (2010, p. 20) specifies this category as 
‘different scorers came to the same conclusion’. The indicator of this new measurement of reliability 
is named consensus development, defined as the development intersubjective agreement (Maso & 
Smaling, 1998, p. 69). This definition is further operationalised in this case study. 
 
The operationalisation of the consensus development reliability measure is based on the subjects to 
compare and the development of those. The subjects to compare are the protagonists of the leading 
BtB branding constellation (the director) and the protagonist of the leading BtC branding 
constellation (the project manager). This measures the intersubjective agreement of the 
protagonists. The process to follow is the perceptions of the relationships between the core branding 
elements.  These perceptions are  compared similar to the standardised bilateral relationship test-
retest reliability measurements presented in subsection 4.1.2. Inputs for the consensus development 
reliability measurements is obtained from the questionnaires (appendix 17) to the director and the 
project manager.  
 
Jongsma (2011, p. 47) works from six propositions developed from the branding constellations by the 
facilitator and measures the variances between the opinions of the brand team members regarding 
these propositions. In this case study, this measurement is moderated by using only two leading 
subjects enabling use of the standardised bilateral test-retest reliability measurements and excel 
models (Van Reij, 2010). 
 
In this study a legend is added for the average consensus development reliability scores, which is 
based on Jurg (2010, p. 99) and Jongsma (2011, p. 30) The legend for consensus development 
reliability is presented in Display 40.  
 
Display 40 Legend total consensus development reliability scores; scale 0 to 4  
Legend total consensus development reliability scores 
Deltas Interpretations 
0.0 – 0.8 The consensus development reliability very high 
0.8 – 1.6 The consensus development reliability moderately high 
1.6 – 2.4 The consensus development reliability is neutral or ambivalent  
2.4 – 3.2 The consensus development reliability is moderately low 
3.2 – 4.0 The consensus development reliability is very low. 
 
4.1.7  Overview of reliability measurements 
Research question 1 is investigated in several ways. Display 41 presents an overview of the explained 
reliability measurements employed within the Theme. 
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Display 41  Overview of reliability measurements for the first research question 
Section Measurements 
4.1.1 Precision reliability 
4.1.2 Bilateral relationship test-retest reliability 
4.1.3 Perceived bilateral relationship reliability 
4.1.4 Triangulation reliability  
4.1.5 Introspective reliability 
4.1.6 Consensus development reliability 
Overall Unweighted average 
 
Each measurement led to a judgement on the reliability of the branding constellations regarding that 
measurement. Display 42 presents a legend for the overall reliability score of the branding 
constellations displayed in Display 41. The interpretations follow the standard interpretation Jurg 
(2010, p. 99) uses. 
 
Display 42 Legend overall reliability scores; scale -2 to +2  
Legend scoring reliability findings 
Scores Interpretations 
+1.2 − +2.0 Branding constellations are very reliable  
+0.4 − +1.2 Branding constellations are moderately reliable 
 -0.4 − +0.4 Branding constellations are neutral or ambivalent on reliability 
 -1.2 − -0.4 Branding constellations are moderately unreliable  
 -2.0 − -1.2 Branding constellations are very unreliable.  
 
4.2  Stacking comparable cases 
 
This subsections deals with the design of the case study concerning research question 2 (chapter 
1.2.2): “How do these reliability findings harmonise with those of the previous case studies within 
the Branding Theme?” The reliability findings gathered by applying the design explained in chapter 
4.1 were compared to the reliability findings of predecessors. The stacking of these findings of this 
study built upon the stacking of original studies, rather than the studies of the predecessors as 
Jongsma (2011) and Meines (2011) did (see appendix 1.3). The differences between the reliability 
findings of this case study and the average score of the stacked comparable case studies is judged 
using Display 42 
 
4.3 Improving reliability measurements 
 
This section answers the third research question: “How can the  current reliability measurements of 
the Branding Theme be improved?”.  Current measurements within the Theme will be executed in 
this case study and during the execution improvements will be incorporated or proposed.  
 
Current measurements and proposed improvements are presented in Display 43. 
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Display 43 Reliability measurement improvements within the Theme 
Number Measurements Improvements 
1. Precision reliability measurement Correct excel models (Van Reij) 
2. Bilateral relationship test-retest reliability measurement Correct excel models (Van Reij) 
3.  Perceived bilateral reliability measurement n/a 
4.  Introspective reliability measurement Add to excel models 
5. Triangulation reliability measurement n/a 
6. Consensus development reliability measurement Use excel models (Van Reij) 
Stacking All measurements 1 to 6 Add overview detailed findings. 
 
4.4  Quality Function Deployment 
 
In this study the first two steps of the SSM stages, (1) Problem situation unstructured and (2) 
Problem situation expressed, were addressed by means of the QFD requirement matrices.  
 
The (core) competencies are considered within the case company as contributing to ‘The Voice of 
Customer’, and were derived from management and employees by means of interviews, 
consolidated into a table with elements. Elements that emerged from these interviews more than 
three times were considered core competencies. These core competencies were brought into a 
broader perspective by relating this to the –unspoken- Voice of Customer, by adding it in the QFD 
table. These findings on the core competencies were compared with the findings revealed by the 
branding constellations.  
 
To compare the findings of the branding constellations with those from QFD, the findings were 
scored in line with the perceived bilateral relationship reliability scoring legend. This legend is 
presented in Display 44 in order to be consistent with the other Theme reliability measurements and 
is used for scoring the relations between branding constellations and QFD.  
 
Display 44 Relationship scoring legend between branding constellation and QFD; scale -2 to +2 
Legend bilateral scores 
Scores Interpretation 
+2 
The statement of the stand-in indicates a very positive relationship with the stand-
in of another element in the branding constellation 
+1 
The statement of the stand-in indicates a positive relationship with the stand-in of 
another element in the branding constellation 
0 
The statement of the stand-in indicates a neutral relationship with the stand-in of 
another element in the branding constellation 
-1 
The statement of the stand-in indicates a negative relationship with the stand-in 
of another element in the branding constellation 
-2 
The statement of the stand-in indicates a very negative relationship with the 
stand-in of another element in the branding constellation. 
 
The Quality Function Deployment analysis is conducted with four different inputs:  
1. Input from management by means of its original company definition presentation (appendix 11) 
2. Input from management by means of interviews (appendix 3, 4, and 5) 
3. Input from employees by means of interviews (appendix 12) 
4. Input from management and employees by means of the enneagram day (appendix 13) 
 
  
Core Competencies as Branding Opportunities 
 
- 36 - 
 
These inputs are collected from the notes and consolidated manually by grouping. After the grouping 
process all groups were scored in the House of Quality matrix (see appendix 25), using the standard 
scoring tables, for example used by Kim (2009, p. 2652), where the circles with dot in the middle are 
ranked as ‘3’ and the open dots are ranked as ‘2’. In this study only a relation, marked with   or no 
relation (Blanc) is used.  
 
The inputs from management are based on the presentation in appendix 11. This presentation shows 
the intrinsic information in the heads of the founders of the case company because they originally 
made this presentation, spontaneously, at the start-up of the company. Therefore it formed the 
baseline for the selection of activities, employees asked for the new organisation, and the 
organisation itself. These competences are put in the top of the QFD analysis, being the main level, 
where the other QFD elements are linked to. The elements are presented in appendix 25. As well 
management is interviewed gathering inputs for QFD via an open interview. 
 
Inputs from employees are gathered from interviews with 10 employees of the 23 excluding 
management. This is 43% of the employees. The findings are presented in appendix 12, and 
incorporated in the QFD tables in appendix 25. 
 
The final source of input is from the enneagram day which was organised to define the type of 
employees in an enneagram number. In this session the personality types, and passion emerged, and 
especially the passion related to the core competencies under consideration in this research. 
Therefore it is added to the QFD as input. Findings can be found in appendix 13, and their 
relationship in the QFD in appendix 25. 
 
The relationship ranking used for QFD is commonly based on a the three point scale or on a 10 point 
scale. The three point scale is often used for visual representation, whilst the ten point scale is used 
for calculations (Kim & Kim, 2009 and Presley, Sarkis, & Liles, 2000). Kim (2009, p. 2652) presents the 
relationship ranking as strong, medium and weak and corresponding weights 9, 3 and 1. Because Kim 
(2009) addresses significant higher value for the high score, for this case study only the relations with 
the highest relationship were used. The ranking used in this  Display 45 shows the used QFD ranking 
system. 
 
Display 45 Relationships ranking for QFD  
Kim Presley This study Interpretation 
9 () 3 ()  Strongly related (to source 1) 
3 () 2 ()  Moderately related 
1 () 1 (Δ)  Weakly related 
0, or blanc 0, or blanc Blanc Not related. 
 
The final scoring is done based on all the applicable statements. The standardised excel file 
calculated the averaged scores of the relationships presented in a matrix. Display 46 presents the 
legend to analyse the comparison of the relationships between the QFD elements, and the elements 
positioned in the constellation.  
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Display 46 Legend total QFD score; scale -2 to +2  
Legend total QFD scores 
Scores Interpretations 
 +1.2 – +2.0 The relation is very strong 
 +0.4 – +1.2 The relation is moderately strong 
 -0.4 – +0.4 The relation is ambivalent 
-1.2 – -0.4 The relation is moderately weak 
-2.0 – -1.2 The relation is very weak. 
 
4.5 Core competencies 
 
The data design for core competencies focuses on the key elements of core competencies found in 
the literature search in section 2.2. This results in a check if all key elements are available in sufficient 
way to consider a competency as a core competency or not. This check based on the definition used 
in this study and turned out as a 10 questions Core Competencies Litmus Test (appendix 10.2). All 
particular elements describing core competencies were consolidated in the test as presented in 
Display 47, where they can be rated from 0 to 3.  
 
Display 47 Core Competencies Litmus Test (CCL-test, appendix 10.1) 
Core Competencies Litmus Test   
    
Legend on levels: 
Level 0= not addressed 
Level 1= little, not likely 
Level 2= moderate 
Level 3= high, likely 
Number Question Level 
1 
To which extend is the competency delivering sustainable competitive advantage 
now, and in future? 
  
2 
To which extent is the competency to defend as unique combination of 
knowledge, skills, and values? 
  
3 To which extent is the competency difficult to imitate, achieve, or copy?   
4 
To which extent is there a company broad (corporate) strategy on identification, 
and enhancement of this competency? 
  
5 
To which extent is the competency differentiating the company with others, and 
competitors? 
  
6 
To which extent does the competency have differentiating, and perceived 
additional value for the customer? (will the customer choose on this 
competency?) 
  
 
7 
To which extent is the competency level unique within the business? 
  
(is it a winning capability in the market) 
8 
To which extent does the competency offer access to a wide variety of products, 
and markets, and growth?  
  
9 
To which extent is the competency known, carried, and/or communicated across 
the, organisation? 
  
10 To which extent does the competitor wish to have this competency too?   
      
  Core Competency (yes if >2,5)   
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This test is used to check competencies found, on the key characteristics of core competencies where 
the ranking enables the possibility to which extent they exist. This provides a quantitative measure of 
core competencies too, enabling ranking and comparison. The findings are presented in appendix 
10.2. 
 
This concludes the data design of this case study. The next chapter presents the findings from the 
case study following the methodology as presented in this chapter.  
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5  Findings  
 
 
 
This chapter presents the findings of the case study applying the methodology explained in chapter 
4. Section 5.1 covers research question 1, section 5.2 covers research question 2 and 3, and section 
5.3 covers the leeway, research question 4, respectively.  
 
 
5.1  Reliability findings of the branding constellations 
 
This section answers the first research question (chapter 1.2.2) “How reliable is the branding 
constellation of this case study regarding precision reliability, bilateral relationship test-retest 
reliability, perceived bilateral relationship reliability, triangulation reliability, introspective reliability, 
and consensus development reliability?”. Subsection 5.1.1 presents the precision reliability findings. 
Subsection 5.1.2 presents the bilateral relationship test-retest reliability findings. Subsection 5.1.3, 
presents the perceived bilateral relationship reliability findings, subsection 5.1.4 the triangulation 
reliability findings, subsection 5.1.5 the introspective reliability findings, and subsection 5.1.6 the 
consensus development reliability findings. Finally, subsection 5.1.7 presents an overview of these 
reliability measurements. 
5.1.1 Precision reliability 
The precision reliability of the constellation is the first reliability measurement of section 5.1.  
The branding element with the highest mean precision score is mentioned first, followed by the 
second highest average precision score, and so on. The average precision of each stand-in of a 
branding element is calculated by dividing the sum of the scores by the number of scored statements 
presented in the same row. The average precision of the branding constellation is an unweighted 
average of the average precision of the stand-ins of the branding elements of that branding 
constellation.  
 
Display 48 presents the precision reliability findings of the first BtB branding constellation (BtB-1) and 
Display 50 refers to the second BtB branding constellation (BtB-2). Display 52 presents the precision 
reliability findings of the first BtC branding constellation (BtC-1), and Display 54 refers to the second 
BtC branding constellation (BtC-2).  The conclusions of all precision reliability measurements are 
based on the legend presented in Display 29.  
 
The findings of the  BtB-1 branding constellation are presented in Display 48. 
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Display 48 BtB-1 findings of the precision reliability measurements; scale -2 to +2  
    Frequency scores     
Stand-in 
Average 
precision score 
+2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
Customer NO +1.50 1 1 0 0 0 2 3 
Miniaturisation +1.08 10 9 4 2 0 25 31 
Customer PL +0.88 2 5 0 0 1 8 10 
Case company name +0.48 9 20 1 6 6 42 58 
Customer SA +0.45 4 9 0 6 1 20 27 
Focus and mission +0.00 0 0 0 0 0 0 1 
Current offer -0.13 0 3 2 2 1 8 12 
New offer -0.17 0 5 0 7 0 12 14 
Case company strapline -0.22 2 7 3 6 5 23 28 
Audio -0.25 0 1 1 2 0 4 5 
Customer HT -0.33 1 3 2 8 1 15 20 
Average +0.23 29 63 13 39 15 159 437 
 
The average precision reliability of the BtB-1 branding constellation is ambivalent (+0.23). This means 
on average that the statements of the stand-ins of the branding elements in the BtB-1 branding 
constellation cannot be tested. Display 49 shows the three most and least precise branding elements 
from this constellation and relates them to the stand-ins.  
 
Display 49 Most and least precise branding elements (and stand-ins) in the BtB-1 constellation; top 3 
Rank Most precise branding elements (stand-ins) Least precise branding elements (stand-ins) 
1. Customer NO (Paul P.) Customer HT (Ralph P.) 
2. Miniaturisation (Marieke K.) Audio (Wim L.) 
3. Customer PL (Wim L.) Case company strapline (Saskia V.). 
 
Display 49 shows that Wim L. as Customer PL is most precise, whilst in his other role as Audio he 
turns out least precise. This might indicate that the precision score is role dependent rather than 
person dependent. The impression of facilitator, and student was that Paul P. was unreliable in his 
verbal expressions, however, the analysis showed the opposite.  
 
The BtB-1 branding constellation was leading. The findings of the BtB-2 branding constellation are 
presented in Display 50. 
 
Display 50 BtB-2 findings of the precision reliability measurements; scale -2 to +2  
    Frequency scores     
Stand-in 
Average precision 
score 
+2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
CEO Customer NO +1.50 2 2 0 0 0 4 4 
Sny +1.43 3 4 0 0 0 7 10 
Customer PL +1.00 0 7 0 0 0 7 7 
Customer NO +0.78 1 6 1 1 0 9 10 
Customer HT +0.71 0 6 0 1 0 7 7 
Case Company name +0.66 7 21 2 6 2 38 41 
Case company strapline +0.65 6 15 3 7 0 31 38 
Miniaturisation +0.43 2 14 1 4 2 23 23 
Customer SA +0.00 0 1 0 1 0 2 4 
Average +0.60 21 76 7 20 4 128 283 
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The average precision reliability of the BtB-2 branding constellation is moderately high (+0.60). This 
means on average that the statements done by the stand-ins of this branding constellation can be 
tested. The most and least precise branding elements (stand-ins) from this BtB-2 branding 
constellation are presented in Display 51. 
 
Display 51 Most and least precise branding elements (stand-ins) in the BtB-2 constellation; top 3 
Rank Most precise branding elements (stand-ins) Least precise branding elements (stand-ins) 
1. CEO Customer NO (Danielle K.) Miniaturisation (Karin R.) 
2. Sny (Klaas J.) Case company strapline (Jane K.) 
3. Customer PL (Danielle K.) Case company name (Joyce van H.). 
 
Danielle K. is both as stand-in of the branding elements CEO Customer NO and Customer PL very 
precise. Compared with BtB-1, the stand-in of the branding element Customer PL is in both cases 
most precise, whilst the Case company strapline is in both branding constellations least precise. 
Miniaturisation is conflicting because it was most precise in the first constellation and least precise in 
the second. Regarding the stand-ins, Danielle K. was most precise in two different roles.  
 
The precision reliability findings for the BtC branding constellations are presented below. The 
findings for the  BtC-1 branding constellation is presented in Display 52. 
 
Display 52 BtC-1 findings of the precision reliability measurements; scale -2 to +2   
    Frequency scores     
Stand-in 
Average precision 
score 
+2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
Musical artist BU +1.00 0 7 0 0 0 7 8 
Case company name +0.69 2 8 1 1 1 13 19 
Headsets +0.60 0 11 2 2 0 15 19 
High price +0.50 0 4 1 1 0 6 6 
Apl +0.40 1 2 0 2 0 5 6 
Low price +0.40 0 3 1 1 0 5 5 
Headset users  0.00 0 0 0 0 0 0 1 
Apl users Western Europe -0.29 0 6 2 7 2 17 19 
Average +0.27 3 41 7 14 3 68 177 
 
The average precision reliability of the BtC-1 branding constellation is ambivalent (+0.27). This means 
on average that the statements done by the stand-ins of the branding elements in this BtC branding 
constellation cannot be tested. Display 52 shows that the statements of Musical artist BU are 
considered very precise, meaning that they might well be tested. The most and least precise 
branding elements (stand-ins) for the BtC-1 constellation are presented in Display 53. 
 
Display 53 Most and least precise branding elements (stand-ins) from BtC-1 constellation; top 3 
Rank Most precise branding element s(stand-ins) Least precise branding elements (stand-ins) 
1. Musical artist BU (Marieke K.) Apl users Western Europe (Paul. P) 
2. Case company name (Sabine L.) Low price (Wim L.) 
3. Headsets (Ralph P.) High price (Saskia V.). 
 
Marieke K. is most precise as stand-in of the branding element Musical artist BU (+1.00), whilst in her 
other role as Apl, she is less precise (+0.40). This might again indicate that the branding element is 
dominant to the stand-in regarding precision reliability.   
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Regarding the stand-in for Apl users Western Europe, Paul P. was  most precise in the BtB-1 branding 
constellation, whilst he was least precise in the BtC-1 branding constellation. Again, it seems that the 
branding elements dominate the precision reliability scores rather than the stand-ins (see also 
Marieke K. and  Wim L.). The precision reliability findings for the BtC-2 branding constellation are 
presented Display 54. 
 
Display 54 BtC-2 findings of the precision reliability measurements; scale -2 to +2   
    Frequency scores     
Stand-in 
Average 
precision score 
+2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
Case company name +1.00 4 21 0 2 0 27 33 
Apl users Western Europe +1.00 2 10 0 1 0 13 14 
Low price +1.00 0 2 0 0 0 2 2 
Expensive-product +1.00 0 2 0 0 0 2 2 
Brand name +1.00 0 4 0 0 0 4 12 
Headsets +0.80 5 15 1 3 1 25 36 
Headset users +0.75 2 11 0 3 0 16 16 
Musical artist BU  +0.64 2 6 1 1 1 11 14 
High price +0.50 1 9 0 4 0 14 19 
Customer high price product +0.25 0 5 1 1 1 8 8 
Missing element   0.00 0 1 0 1 0 2 9 
Average +0.57 16 86 3 16 3 124 360 
 
The average reliability precision of the BtC-2 branding constellation is moderately high (+0.57). This 
means on average that the statements of the stand-ins of the branding elements in this BtC-2 
branding constellation can be tested moderately. The most and least precise branding elements 
(stand-ins) are presented in Display 55. 
 
Display 55  Most and least precise branding elements (stand ins) in BtC-2 constellation; top 3 
Rank Most precise branding elements (stand-ins) Least precise branding elements (stand-ins) 
1. Case company name (Klaas J.) Missing element (more than one person) 
2. Apl users Western Europe (Jolanda S.) Customer high price product (Man Fai H.) 
3. New sub brand name (Jolanda S.) High price (Karin R.). 
 
Display 56 shows that Jolanda S. was most precise as stand-in for the  branding elements Apl users 
Western Europe and New sub brand name. Compared with BtC-1, Case company name is again most 
precise and High price Western Europe least precise. In both branding constellations these branding 
elements were represented by another stand-in. This also indicates that the branding elements 
might dominate the precision reliability scores rather than the stand-ins. 
 
The precision scores are summarised in Display 56. 
 
Display 56 Overview precision reliability scores per branding constellation 
Precision scores per branding constellation 
Constellation BtB BtC Average Delta 
1 +0.2 +0.3 +0.3 0.1 
2 +0.6 +0.6 +0.6 0.0 
Average +0.4 +0.4 +0.4 0.0 
Delta 0.4 0.3   
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Summarised: The total unweighted average precision reliability of all branding constellations is 
moderate (+0.4). This indicates that the statements of the stand-ins in the branding constellations on 
average can be moderately tested.  Remarkable is the difference between the leading constellations 
(BtB-1=+0.23, and BtC-1=+0.27) and the parallel constellations (BtB-2=+0.60, and BtC-2=+0.57). Given 
the classification in Display 33 the values still can be classified as very similar. However, the relative 
difference is subject for further analysis.  
 
Conclusion: the average precision reliability of the four branding constellations is moderately high 
(+0.4), indicating that the statements by the stand-ins in the branding constellations can be 
moderately tested using definitions that might be found in literature  
 
Additional: analysis of the differences 
The variables that might play a role here are presented in Display 57. 
  
Display 57 Variables of the four branding constellations 
Variables BtB-1 BtB-2 BtC-1 BtC-2 
Score +0.2 +0.6 +0.3 +0.6 
Role Leading Parallel Leading Parallel 
Facilitator W J J W 
Protagonist TU JS RK BT 
Sequence First First Second Second 
Room Curie Moore Moore Curie 
Stand-ins Group 1 Group 2 Group 1 Group 2 
 
Display 57 suggests that e group 1 may have been less precise than group 2. This looks feasible 
because of the small size of the groups (7 blancs).   
 
The completed standardised precision excel files of the both constellations can be found in appendix 
15, for the different constellations: BtB-1 in appendix 15.1, BtB-2 in appendix 15.2, BtC-1 in appendix 
15.3, and BtC-2 in appendix 15.4.   
5.1.2 Bilateral relationship test-retest reliability  
The bilateral relationship test-retest reliability is the second reliability measurement of section 5.1. 
As explained in chapter 4.1.2, the statements of the stand-ins of the branding elements were scored 
on their bilateral relationships. As also explained in chapter 4.1.2, the bilateral relationships of the 
identical branding  elements in both branding constellations were compared. The legend of the total 
bilateral relationship test-retest reliability scores from Display 32 is for all measurements in this 
section. The displays are sorted on the average scores per branding element from high to low. 
 
The bilateral relationship test-retest scores for the BtB market are presented in Display 58. 
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Display 58 Bilateral relationship test-retest scores BtB-1 constellation; scale -2 to +2 
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Average 
Case company name   -0.1 +0.8 -1.0   0.0 +2.0 -0.8 +0.2 
Customer NO +1.0   0.0   0.0     0.0   0.0   0.0 +0.2 
Customer SA -0.4 -0.3 +1.0   0.0   0.0   0.0   +0.1 
Customer HT   0.0 +1.0 +0.5   0.0 -0.5   -1.0   0.0 
Audio   0.0   0.0 -1.5   0.0   0.0   0.0   0.0 -0.2 
Miniaturisation +0.2 -0.8   -1.0 -0.7 +0.5   0.0 -0.3 
Customer PL -1.0 -1.0 +1.0   0.0   -0.5   0.0 -0.3 
Case company strapline -0.9   -0.7 -2.0 +0.5 +1.0   0.0 -0.4 
Average -0.2 -0.2 +0.2 -0.6 -0.1 +0.4 -0.3 -0.1 
 
Display 58 shows that overall the bilateral relationships are ambivalent in the leading director’s 
branding constellation (-0.1). Company brand name and Customer NO appreciate the other branding 
elements most (+0.2), indicating that they create the most positive feedback loops, but on a very 
limited scale. Company brand name especially appreciates customer HT (+2.0). Customer HT is also 
the most appreciated branding element (+0.4), indicating that customer HT also creates  positive 
feedback loops. This is especially due to the appreciation for Case company strapline (+1.0). 
However, Case company strapline appreciates the other branding elements least (-0.4), indicating 
that this Case company strapline might not denote a core competency as it creates negative 
feedback loops. Case company strapline especially does not appreciate Customer NO (-2.0). This 
customer is also generally the least appreciated branding element (-0.6), indicating that this 
customer also creates negative feedback loops. However, this is mainly due to the negative 
appreciation by Case company strapline (-2.0) and Case company name (-1.0) in the leading director’s 
branding constellation.  
 
The bilateral relationship test-retest scores for the BtB-2 constellation are presented in Display 59. 
 
Display 59 Bilateral relationship test-retest scores BtB-2 constellation; scale -2 to +2 
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Average 
Case company name   -0.6 -0.6 +0.3 +1.5 +1.0 +1.0 +0.4 
Customer PL +1.0    0.0   0.0 +1.0     0.0   0.0 +0.3 
Customer HT +1.3 -1.0   0.0   0.0   0.0     0.0 +0.1 
Customer SA +2.0 -2.0   0.0   0.0   0.0   0.0    0.0 
Case company strapline -1.3   -0.8 +2.0   0.0   0.0   0.0  0.0 
Customer NO   0.0 -1.0   0.0     0.0   0.0   0.0 -0.2 
Miniaturisation -0.8 -0.7     0.0   0.0   0.0   0.0 -0.3 
Average +0.4 -0.9 -0.2 +0.6 +0.3 +0.2 +0.2 +0.1 
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Display 59 shows that the overall bilateral relationships in the systems designer’s branding 
constellation are ambivalent too (+0.1). Company brand name appreciates the other branding 
elements most (+0.4), indicating that they create the most positive feedback loops. This is especially 
due to the appreciation for customer PL (+1.5). In contrast to the director’s branding constellation, 
customer NO is the most appreciated branding element (+0.6) in the systems designer’s branding 
constellation, indicating that customer NO creates positive feedback loops in the systems designer’s 
branding constellation. As in the director’s branding constellation, this is especially due to the 
appreciation of Case company strapline (+2.0). Miniaturisation appreciates the other branding 
elements least (-0.3), indicating that Miniaturisation might not denote a core competence as it 
creates negative feedback loops. Miniaturisation does not appreciate Company brand name and Case 
company strapline (-0.8 and -0.7, respectively). Case company strapline is also generally the least 
appreciated branding element (-0.6), indicating that this Case company strapline also creates 
negative feedback loops. However, this is mainly due to the negative appreciation by customer SA  
(-2.0) in the systems designer’s branding constellation.  
 
For the BtB branding constellations four branding elements could not be included in the bilateral 
relationship test-retest reliability  while seven elements could be compared between the two BtB 
branding constellations. The branding elements that were compared are (1) Case company name, (2) 
Case company strapline, (3) Miniaturisation, (4) Customer NO, (5) Customer PL, (6) Customer HT, and 
(7) Customer SA.  
 
The findings or the bilateral relationships test-retest scores for the BtB constellations are presented 
in Display 60.  
 
Display 60 The bilateral relationships scores of the branding elements in the BtB constellations; scale -2 to +2   
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Average 
Miniaturisation +1.0 +2.0   +1.0 +2.0 +2.0 +2.0 +1.7 
Customer NO +1.0 +1.0 +2.0   +2.0 +2.0 +2.0 +1.7 
Customer HT +1.0    0.0 +2.0 +2.0 +2.0   +1.0 +1.3 
Case company strapline +2.0   +2.0 -2.0 +2.0 +1.0 +2.0 +1.2 
Customer PL    0.0 +1.0 +1.0 +1.0   +2.0 +2.0 +1.2 
Customer SA    0.0    0.0 +1.0 +2.0 +2.0 +2.0   +1.2 
Case company name   +2.0 +1.0 +1.0 +1.0 +1.0   0.0 +1.0 
Average +0.8 +1.0 +1.5 +0.8 +1.8 +1.7 +1.5 +1.3 
 
Display 60 shows that in general  the relationships between the stand-ins of the branding elements in 
the BtB-1 branding constellation are very similar (+1.3). The highest row scores have Miniaturisation 
and Customer NO (+1.7), meaning that the relationships of these two branding elements are most 
similar in the two BtB branding constellations. The lowest row score has Case company name (+1.0). 
However, overall the relationships of Case company name with the other branding elements are still 
moderately similar in the two BtB branding constellations. The highest column score has Customer PL 
(+1.8), indicating that overall the relationships experienced by the other branding elements in the 
two BtB branding constellation are most similar. The lowest column scores have Case company name 
and Customer NO, indicating that overall the relationships experienced by the other branding 
elements are least similar in the BtB branding constellations (+0.8). Especially, Case company 
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strapline has a very different relationship with Customer NO (-2) in the two BtB branding 
constellations, indicating that the director and the systems designer might differ here.  
 
For the BtC constellations the detailed bilateral relationship test-retest scores are presented for the 
leading BtC-1 constellation of the project manager in Display 61 and for the parallel BtC-2 
constellation of the systems analyst in Display 62. 
 
Display 61 Bilateral relationship test-retest scores BtC-1 constellation; scale -2 to +2 
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Apl users Western Europe +1.1   0.0   0.0   +1.0 +0.8 +0.8 +0.6 
Case company name   +1.5 +0.5 +1.0   0.0   0.0   0.0 +0.5 
Apl   0.0 -1.0   0.0 +2.0   0.0 +1.0 +1.0 +0.4 
Headset users +1.0   0.0   0.0   0.0     0.0   0.0 +0.2 
Low price -1.0 -1.0   0.0   0.0   0.0   +2.0   0.0 
High price -1.0 -1.0   0.0   0.0   0.0 +1.5   -0.1 
Musical artist BU -0.3 -1.0     0.0   0.0   0.0   0.0 -0.2 
Headsets +1.2   -1.8 +1.0   0.0 -1.0 -1.0 -0.3 
Average +0.1 -0.4 -0.2 +0.6 +0.1 +0.3 +0.4 +0.1 
 
Display 61 shows that overall the bilateral relationships in the leading project manager’s branding 
constellation are ambivalent too (+0.1). Apl users Western Europe appreciates the other branding 
elements most (+0.6), especially due to Case company name (+1.1) and Headset users (+1.0), 
indicating that Apl users Western Europe creates the most positive feedback loop. Apl users Western 
Europe is also the most appreciated branding element (+0.6), confirming its role in the positive 
feedback loops. Of special interest is the appreciation of the Case company name for Headsets (+1.5) 
and Apl users Western Europe (+1.0), which contributes to the same . This creates very positive 
feedback loops too. Musical artist BU denotes the most negative relation to the other branding 
elements and remarkably does not appreciate Headsets (-1.0). This creates negative feedback loops. 
 
Display 62 presents the bilateral relationship test-retest scores in the BtC-2 branding constellation of 
the systems analyst. 
 
Display 62 Bilateral relationship test-retest scores BtC-2 constellation; scale -2 to +2 
BtC-2 
C
as
e 
co
m
p
an
y 
n
am
e
 
H
ea
d
se
ts
 
M
u
si
ca
l a
rt
is
t 
B
U
 
A
p
l u
se
rs
 W
e
st
er
n
 
Eu
ro
p
e 
H
ea
d
se
t 
u
se
rs
 
Lo
w
 p
ri
ce
 
H
ig
h
 p
ri
ce
 
Average 
Headsets +1.0   +0.2 +1.5 +1.0 0.0 +0.5 +0.7 
Musical artist BU +1.0 +0.1   +1.0 +1.0 0.0 0.0 +0.5 
Case company name   +1.3 +2.0 0.0 -1.0 0.0 0.0 +0.4 
Apl users Western Europe 0.0 +1.8 -1.0   -1.0 +1.0 0.0 +0.1 
Low price 0.0 0.0 0.0 0.0 0.0   0.0 0.0 
High price 0.0 0.0 0.0 0.0 0.0 0.0   0.0 
Headset users -1.0 0.0 -1.0 0.0   +1.0 0.0 -0.2 
Average +0.2 +0.5 0.0 +0.4 0.0 +0.3 +0.1 +0.2 
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Display 62 shows that overall the bilateral relationships are ambivalent in the systems designer’s 
branding constellation too (+0.2). Headsets appreciates the other branding elements most (+0.7), 
indicating that they create the most positive feedback loops, but on a moderate scale. Headsets 
especially appreciates Apl users Western Europe (+1.5). Apl users Western Europe is also the second 
most appreciated branding element in this constellation (+0.3); most appreciated branding element 
is Headsets (+0.5). Headset users has least appreciation for the other branding elements  (-0.2). 
Musical artist BU scores second highest in this BtC-2 branding constellation (+0.5) and lowest in the 
BtC-1 constellation. This means that the relationships with other branding elements differ per 
branding constellation and vision of the protagonist. 
 
For the BtC constellations five elements were not to include in the bilateral relationship test-retest 
reliability, while seven 7 elements could be compared between the two BtC branding constellations. 
The elements that were compared are: (1) Case company name, (2) Headsets,  
(3) Headset users (4) Apl users Western Europe, (5) Musical artist BU, (6) Low price, and (7) High 
price.  
 
The findings of the bilateral relationship test-retest measurements for BtC are presented in Display 
63.  
 
Display 63 The bilateral relationship test-retest reliability; scale -2 to +2  
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Average 
Case company name   +2.0 +1.0 +1.0 +1.0 +2.0 +2.0 +1.5 
High price +1.0 +1.0 +2.0 +2.0 +2.0 +1.0   +1.5 
Musical artist BU +1.0 +1.0   +1.0 +1.0 +2.0 +2.0 +1.3 
Headset users   0.0 +2.0 +1.0 +2.0   +1.0 +2.0 +1.3 
Low price +1.0 +1.0 +2.0 +2.0 +2.0     0.0 +1.3 
Headsets +2.0      0.0 +2.0 +1.0 +1.0 +1.0 +1.2 
Apl users Western Europe +1.0   0.0 +1.0     0.0 +2.0 +2.0 +1.0 
Average +1.0 +1.2 +1.2 +1.7 +1.2 +1.5 +1.5 +1.6 
 
Display 63 shows that the bilateral relationship reliability of the BtC branding constellations is very 
high (+1.6), indicating that the bilateral relationship between stand-ins of branding elements in two  
BtC branding constellations are very similar. The highest row scores have Case company name and 
High price, meaning that the bilateral relationship in the two BtC branding constellations with the 
other  branding elements are most similar. The lowest row score has Apl users Western Europe 
(+1.0), indicating that the project manager and the director might have a moderately different view 
on the relationship of this consumer group to the other branding elements. Apl users Western 
Europe also have the highest column score (+1.7), indicating that the project manager and the 
director might have a very similar view on the relationship of the other branding elements with this 
consumer group. The least positive column score have Case company name (+1.0), indicating that the 
project manager and the director might have a moderately similar view on the relationship of the 
other branding elements with Case company name.  
 
The next display presents the bilateral relationship test-retest reliability scores per branding 
constellation (Display 64). 
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Display 64 Overview bilateral relationship test-retest reliability scores per branding constellation 
Bilateral relationship test-retest reliability scores per branding constellation 
Constellation BtB BtC Average Delta 
Score +1.3 +1.6 +1.5 0.3 
 
Summarised: using the legend in Display 33, it can be concluded that the relationship between the 
branding elements are very similar in the branding constellations (+1.5) The difference between the 
bilateral test-retest reliability scores of the BtB and  the BtC branding constellations is 0.3, meaning 
that these findings are very similar. The completed standardised bilateral relationship excel files of 
the both constellations are found in appendix 16 (BtB-1 in appendix 16.1, BtB-2 in appendix 16.2, 
BtC-1 in appendix 16.3, and BtC-2 in appendix 16.4). 
 
Conclusion: the average bilateral relationship test-retest reliability is very high (+1.5), meaning that 
the relationships between two stand-ins for the same branding elements in two different branding 
constellations are very similar  
 
5.1.3 Perceived bilateral relationship reliability 
The perceived bilateral relationship reliability measurement is the third reliability measurement of 
section 5.1. For this measurement each brand team member denoted their perceptions of the 
bilateral relationship of the branding elements. Therefore, they completed a questionnaire with a 
matrix of their perceptions of the relationships of the branding elements as agreed upon in the 
branding problem meetings, named perceived pre-constellation measurement (see 3.3 and also 
appendix 17). In addition, a similar matrix was filled out about nine months after the branding 
constellations, based on the same branding elements as in the branding constellations, named 
perceived post-constellation measurement. The data is processed by the standardised excel files from 
Van Reij (2010), which are the same ones that were used for the bilateral relationship test-retest 
measurement employed in chapter 5.1.2.  
 
Display 65 presents the director’s perceptions of the bilateral relationships between the branding 
elements. 
 
Display 65 The director’s perceptions of the bilateral relationships between the branding elements;  
scale -2 to +2  
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Average 
Audio +2.0 +2.0 +2.0 +2.0   +1.0 +2.0 +2.0 +2.0 +2.0 +2.0 +1.9 
New offer +1.0 +2.0   +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +1.0 +1.8 
Customer HT +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +1.0 +2.0   +2.0 +1.0 +1.8 
Customer SA +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +1.0 +2.0 +2.0     0.0 +1.7 
Customer NO +2.0 +2.0 +2.0 +2.0 +2.0 +1.0   +2.0 +1.0 +1.0 +2.0 +1.7 
Current offer   0.0   +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +2.0 +1.0 +1.7 
Customer PL   0.0 +2.0 +2.0   0.0 +2.0 +2.0 +2.0   +2.0 +2.0 +1.0 +1.5 
Focus and mission +2.0 +1.0 +1.0 +1.0 +2.0 +1.0 +2.0 +1.0 +2.0 +2.0   +1.5 
Case company strapline   0.0 +2.0 +2.0   +2.0   0.0 -1.0 +2.0 +2.0 +2.0 +2.0 +1.3 
Miniaturisation +2.0 +2.0 +2.0   0.0 +1.0     0.0   0.0 +2.0 +1.0 +1.0 +1.1 
Case company   +1.0 +2.0 +1.0 +2.0 +2.0   0.0 +1.0 +1.0 +2.0 -1.0 +1.1 
Average +1.3 +1.8 +1.9 +1.4 +1.9 +1.5 +1.1 +1.6 +1.8 +1.8 +1.0 +1.6 
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Display 65 shows that overall the director’s perceptions of the bilateral relationships between the 
branding elements are very positive (+1.6) . The highest similarity in the row score is found in Audio 
(+1.9), indicating a very positive perception of Audio’s relationships by the director to the other 
branding elements. The lowest similarity in the row scores have Miniaturisation and Case company 
(+1.1), indicating moderately the positive relationships with the branding elements. The highest 
similarity in the column score is found in New offer (+1.9), indicating a very positive  perception of 
the relationships of the other branding elements towards New Offer. The lowest similarity in the row 
score has Customer NO (+1.1), indicating a moderately strong similarity between the director’s 
perceptions of the relationships of the branding elements and their relationships as revealed by the 
director’s BtB branding constellation.  
 
Display 66 presents the perceptions of the project manager of the bilateral relationships between the 
branding elements. 
 
Display 66 The project manager’s perceptions of the bilateral relationships between the branding elements;  
scale -2 to +2   
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Average 
Case company name   +2.0 +2.0 +2.0 +1.0 +2.0 +1.0 +2.0 +1.7 
Apl users Western Europe +2.0 +1.0 +2.0   +2.0 +2.0 +2.0 +1.0 +1.7 
Musical artist BU +1.0   0.0   +2.0 +2.0 +2.0 +1.0 +2.0 +1.4 
Headset users Japan +2.0 +1.0 +2.0 +1.0   +1.0 +2.0 +1.0 +1.4 
Apl +1.0   0.0 +2.0 +2.0 +1.0 +2.0 +2.0   +1.4 
Headsets +2.0    -1.0 +2.0 +1.0   0.0   0.0 +1.0 +0.7 
Low price +1.0   0.0 +2.0 +1.0 +1.0    -1.0 +1.0 +0.7 
High price   -1.0   0.0 +1.0 +2.0 +2.0  -1.0   +2.0 +0.7 
Average +1.1 +0.6 +1.4 +1.7 +1.4 +1.1 +1.0 +1.4 +1.2 
 
Display 66 shows that the perceptions of the project manager of the bilateral relationships of the 
branding are also very positive (+1.2). The highest row scores have the perceptions of the 
relationships by the Case company name and the Apl users Western Europe (+1.7), indicating that 
the project manager perceives the relationships with the other branding elements as very positive. 
The lowest score have High price (+0.7), Low price (+0.5), and Headsets (+0.7), indicating that the 
project manager perceives that the relationships High price, Low price and Headsets with the other 
branding elements are only moderately positive. 
 
An overview of the perceived bilateral reliability scores is presented in Display 74. 
 
Display 67 Overview of perceived bilateral reliability scores; scale -2 to +2 
Perceived bilateral reliability scores  
Constellation BtB BtC Average Delta 
Score +1.6 +1.2 +1.4 0.4 
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The difference between both perceptions of the relationships between the branding elements is 0.4 
(BtC-1=+1.6, and BtC-2=+1.2). Using the legend of Display 33, this means that overall the perceptions 
of the relationships with the other branding elements are considered very similar in this thesis.  
 
Additional 
In order to check if the perceptions of the director and project manager have changed by the 
branding constellations, for both, the relationship scores were compared before and after the 
constellation. First, for the perceived relationship scores of the director leading the BtB market, see 
Display 68 for the scores before the constellation and Display 69 for the scores after the 
constellation. Second, for the project manager, leading the BtC market, where the findings before 
the constellation are presented in Display 70 and the findings after the constellation in Display 71. 
 
Display 68 present the perceptions of the director before the BtB constellation. 
Display 68 Perception of the director before the BtB constellation; scale -2 to +2 
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Average 
Case company name   +1.0 +1.5 +1.0 +0.5 +0.5 +1.0 +1.0 +0.5   0.0 -0.5 +0.7 
Case company strapline +1.0 -0.5 -0.5   +0.5 +1.5 +0.5 +1.0 +1.0 +0.5 +1.5 +0.7 
Miniaturisation +0.5   0.0   0.0 +1.5 -0.5   +1.0 +1.0 +1.0 +1.0 +1.0 +0.7 
Customer PL +1.0 +0.5 +0.5 +1.0 +0.5 +1.0 -0.5   -0.5 -0.5 +1.0 +0.4 
Current offer +1.0   +0.5 -0.5 +0.5   0.0 +0.5 +0.5 -0.5 +0.5 -1.0 +0.2 
New offer +1.5 +0.5   -0.5 +0.5   0.0 +0.5 +0.5 -0.5 +0.5 -1.0 +0.2 
Audio +0.5 +0.5 +0.5 +0.5   -0.5 +0.5 +0.5 -0.5 -0.5   0.0 +0.2 
Customer NO +1.0 +0.5 +0.5 +0.5 +0.5 +1.0   -0.5 -1.0 -1.0   0.0 +0.2 
Focus and mission -0.5 -1.0 -1.0 +1.5   0.0 +1.0   0.0 +1.0 -0.5   0.0   +0.1 
Customer SA   0.0 -0.5 +0.5 +0.5 -0.5 +1.0 -1.0 -0.5 -0.5     0.0 -0.1 
Customer HT +0.5 -0.5 -0.5 +1.0 -0.5 +1.0 -1.0 -0.5   -0.5 -0.5 -0.2 
Average +0.7 +0.1 +0.2 +0.7 +0.2 +0.7 +0.2 +0.4 -0.2   0.0 +0.1 +0.3 
 
Display 68 presents that the director had high expectations from Case company name (+0.7), Case 
company strapline (+0.7) and Miniaturisation (+0.7) because their relationship to other branding 
elements is high. Negative relationships are perceived from Customer HT (-0.2) and Customer SA  
(-0.1).  
 
The perception of the director after the BtB constellation is presented in Display 69. 
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Display 69 Perception of the director after the BtB constellation; scale -2 to +2 
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Average 
Case company name   -0.3 +1.0 -0.1   0.0 +0.8 -1.0   0.0 +2.0 -0.8 +2.0 +0.4 
New offer +0.3 +1.0     0.0 +1.0 +0.5   0.0   0.0   0.0  0.0   0.0 +0.3 
Customer SA -0.4   0.0   0.0 -0.3   0.0 +1.0   0.0   0.0   0.0   +2.0 +0.2 
Miniaturisation +0.2   0.0   0.0 -0.8 +1.0   -1.0 -0.7 +0.5  0.0 +2.0 +0.1 
Customer NO +1.0   0.0   0.0   0.0   0.0   0.0     0.0   0.0  0.0   0.0 +0.1 
Customer HT   0.0   0.0   0.0 +1.0   0.0 +0.5   0.0 -0.5   -1.0 +1.0 +0.1 
Focus and mission   0.0   0.0   0.0   0.0   0.0   0.0   0.0   0.0   0.0  0.0     0.0 
Case company strapline -0.9   0.0   0.0     0.0 -0.7 -2.0 +0.5 +1.0  0.0 +1.0 -0.1 
Current offer -1.0     0.0   0.0 +0.3   0.0   0.0   0.0   0.0  0.0   0.0 -0.1 
Customer PL -1.0   0.0   0.0 -1.0   0.0 +1.0   0.0   -0.5  0.0   0.0 -0.2 
Audio   0.0   0.0   0.0   0.0   -1.5   0.0   0.0   0.0  0.0   0.0 -0.2 
Average -0.2 +0.1 +0.1 -0.1 +0.2 +0.2 -0.4 -0.1 +0.3 -0.2 +0.8 +0.1 
 
Display 69 presents that after the BtB constellations the highest relationship scores are Case 
company name (+0.4), New offer (+0.3) and Customer SA (+0.2). The high score on Case company 
name remained, however earlier negative relationships with Customer SA (-0.2), seems to be more 
positive (+0.1), not a large difference, but compared with the other elements it constitutes a higher 
place in the ranking (top 3). Another remarkable difference is Customer PL, before the constellation 
Customer PL was scored positively (+0.4), while after the constellation the relations were considered 
negatively (-0.2). Display 70 presents the top 3 from both BtB constellations, considered as the most 
positive relations. 
 
Display 70 Perceived bilateral reliability before and after the constellation for BtB; top 3 
Rank Before BtB constellation After BtB constellation 
1. Case company name (Sabine L.) Case company name (Sabine L.) 
2. Case company strapline (Saskia V.) New offer (Ralph P.) 
3. Miniaturisation (Marieke K.) Customer SA (Paul P.) 
 
The best relations expected before the BtC constellation were Case company name (+0.7), Case 
company strapline (+0.7), and Miniaturisation (+0.7). After the constellation only Case company 
name remained in the top 3. Case company strapline and Miniaturisation were replaced by New offer 
(+0.3) and Customer SA (+0.2).  
 
The perceptions of the project manager before and after the BtC constellations are presented in 
Display 71 and Display 72. 
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Display 71 Perception of the project manager before the BtC constellation; scale -2 to +2 
Before BtC 
constellation 
C
as
e 
co
m
p
an
y 
n
am
e
 
H
ea
d
se
ts
 
M
u
si
ca
l A
rt
is
t 
 B
U
 
A
p
l u
se
rs
 
W
es
te
rn
 E
u
ro
p
e 
H
ea
d
se
t 
u
se
rs
 
Lo
w
 p
ri
ce
 
H
ig
h
 p
ri
ce
  
A
p
l 
Average 
Case company name   +1.5 +1.0 +1.5 +1.0 0.0 +1.5 +1.0 +1.1 
Headsets +1.5   +1.0 +1.0 +1.0 +1.0 +1.0 +1.0 +1.1 
Apl +1.0 +1.0 +0.5 +2.0 +1.0 +1.0 +0.5   +1.0 
Apl users Western Europe +1.5 +1.0 0.0   +1.0 +1.0 0.0 +2.0 +0.9 
Headset users +1.0 +1.0 0.0 +1.0   +1.0 +0.5 +1.0 +0.8 
Musical artist BU +1.0 +1.0   0.0 0.0 +0.5 +1.0 +0.5 +0.6 
Low price 0.0 +1.0 +0.5 +1.0 +1.0   -1.0 +1.0 +0.5 
High price  +1.5 +1.0 +1.0 0.0 +0.5 -1.0   +0.5 +0.5 
Average +1.1 +1.1 +0.6 +0.9 +0.8 +0.5 +0.5 +1.0 +0.8 
 
Display 71 shows that the branders for the BtC market found originally the best relations in Case 
company name (+1.1), Headsets (+1.1), and Apl (+1.0). There were only positive relationships, 
indicating that the branders found all elements contributing to the BtC market. 
 
The perceptions of the project manager after the constellation are presented in Display 72 
 
Display 72 Perception of the project manager after the BtC constellation; scale -2 to +2 
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Average 
Apl users Western Europe +1.1 0.0 0.0   +1.0 +0.8 +0.8 +1.0 +0.7 
Case company name   +1.5 +0.5 +1.0 0.0 0.0 0.0 +1.0 +0.6 
Apl 0.0 -1.0 0.0 +2.0 0.0 +1.0 +1.0   +0.4 
Headset users  +1.0 0.0 0.0 0.0   0.0 0.0 0.0 +0.1 
Low price  -1.0 -1.0 0.0 0.0 0.0   +2.0 0.0 0.0 
High price  -1.0 -1.0 0.0 0.0 0.0 +1.5   0.0 -0.1 
Headsets +1.2   -1.8 +1.0 0.0 -1.0 -1.0 0.0 -0.2 
Musical artist BU -0.3 -1.0   0.0 0.0 0.0 0.0 0.0 -0.2 
Average +0.1 -0.4 -0.2 +0.6 +0.1 +0.3 +0.4 +0.3 +0.2 
 
Display 72 presents strong positive relationships with the branding elements from Apl users Western 
Europe (+0.7), Case company name (+0.6) and Apl (+0.4). Apl users Western Europe and Case 
company name are remain both in the top 3 (Display 73), however Headsets changed from a 
moderately positive perception (+1.1) to an ambivalent perception (-0.2) in the brander’s mind.  
 
The top 3 before and after the constellation for the BtC market is presented in Display 73. 
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Display 73 Perceived bilateral reliability before and after the constellation for BtC; top 3 
Rank Before BtC constellation After BtC constellation 
1. Case company name (Sabine L.) Apl users Western Europe (Paul P.) 
2. Headsets (Ralph. P.) Case company name (Sabine L.) 
3. Apl (Marieke K.) Apl (Marieke K.) 
The best relations expected before the BtC constellation were Case company name, Headsets and 
Apl, whilst after the BtC constellation Case company name and Apl remained in the top 3, and Apl 
users Western Europe replaced Headsets. 
 
The differences between the constellations is presented in Display 74. 
 
Display 74 Difference of perception before and after constellation; scale -2 to +2 
Perceived bilateral reliability  scores per branding constellation 
Constellation BtB BtC Average Delta 
Before +0.3 +0.8 +0.6 0.5 
After +0.1 +0.2 +0.2 0.1 
Average +0.2 +0.5 +0.4 0.3 
Delta 0.2 0.6   
 
From this display is can be concluded that the perceptions before and after the constellation are very 
similar. 
 
The excel file of each branding constellation (appendix 19.1 for the BtB branding constellations and 
appendix 19.2 for the BtC branding constellations) presents the findings of the comparisons between 
the perceived relationships and the relationships as they were revealed in the branding 
constellations.  
 
Summarised:  for the Theme, the average perceived bilateral relationship test-retest reliability is +1.4 
(BtB=+1.6, and BtC=+1.2). Using the legend of Display 32, this score indicates that the relationship 
between the perceptions, and the constellation are very strong.   
 
Conclusion: the average perceived bilateral relationship reliability is very high (+1.4), meaning that 
the relationships between the elements in the constellation compared to the perceptions of these 
relationships by the brand team members are very strong. 
 
5.1.4 Triangulation reliability 
The triangulation reliability measurement is the fourth reliability measurement of section 5.1. As 
explained in chapter 4.1.4, the triangulation reliability measurements are based on an historical 
analysis. From this historical analysis the success factors were consolidated, and related to the 
relationships between the branding elements in the branding constellations. The historical analysis 
can be found in appendix 8.1 and 8.2. The statements score of the protagonists in appendix 20 and 
the success rate scores from the stand-ins in appendix 18. 
 
The scores for the BtB triangulation are presented in Display 75. This table presents the scores from 
the triangulation measurements. 
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Display 75 Triangulation inputs for the BtB constellations; scale -2 to +2 
BtB 
H
is
to
ri
ca
l a
n
al
ys
is
 
St
at
em
en
ts
 
(p
ro
ta
go
n
is
ts
) 
Su
cc
e
ss
 r
at
e 
 
(s
ta
n
d
-i
n
s)
 Triangular  
average 
Audio +2.0 
  
+2.0 
Case company strapline +2.0 +1.0 -0.5 +0.8 
Case company name +1.0 +0.5 +0.5 +0.7 
Customer HT +1.0 
 
0.0 +0.5 
Miniaturisation +2.0 +0.3 -1.0 +0.4 
Focus and mission +2.0 -1.5 
 
+0.3 
Customer SA -1.0 
 
0.0 -0.5 
Current offer -1.0 
  
-1.0 
Customer NO -2.0 
 
-1.0 -1.5 
Customer PL -2.0 
 
-1.0 -1.5 
New offer -2.0 
  
-2.0 
Average +0.2 +0.1 -0.4 -0.2 
 
Display 76 presents the inputs from the three independent sources. Audio scores highest (+2.0), 
caused by the high score of the historical analysis. The other two scores were not addressed. This 
Display provides an input to compare them with the bilateral relationship test-retest findings of the 
BtB constellations in order to judge them on their relationship. If the relationship scores are high, the 
triangulation brings the same as from the constellation. Thus, the triangular average scores from 
Display 75 are entered in the bilateral relationship test-retest reliability scores and compared with 
the average findings of respectively the BtB and BtC scores (see appendix 22.1). 
 
The scores are presented in Display 76. 
 
Display 76 Triangulation reliability for the BtB market; scale -2 to +2   
Triangulation versus BtB Average 
Focus and mission +2.0 
Current offer +1.9 
Audio +1.9 
Customer NO +1.9 
New offer +1.8 
Customer PL +1.7 
Customer HT +1.7 
Customer SA +1.7 
Miniaturisation +1.6 
Case company strapline +1.5 
Case company name +1.4 
Average +1.7 
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Display 76 differs from previous bilateral test-retest reliability measurement because only the 
averages were compared. Averages obtained from the relationship scores from the BtB-1 
constellation were compared with the triangulation averages. Display 76 shows that the similarity of 
the relationships between the findings from the branding constellation with those from the 
triangulation sources are very strong (+1.7) for the BtB market. Focus and mission have the strongest 
similarity (+1.9). The Case company name has the lowest similarity (+1.4). However, this is still a very 
high score.  
Details of the findings for the BtC market are presented in appendix 22.2. The scores are presented in 
Display 77.   
 
Display 77 Triangulation inputs for BtC constellations; scale -2 to +2 
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average 
Headsets +2.0 +1.5 +1.0 +1.5 
Apl users Western Europe +1.0   +1.5 +1.3 
High price  0.0 +1.5 +0.7 +0.7 
Appl +1.0   0.0 +0.5 
Headset users  +1.0   0.0 +0.5 
Low price +1.0 +1.5 -1.0 +0.5 
Case company name -2.0 +0.3 +1.0 -0.2 
Musical artist BU -2.0   +0.5 -0.8 
Average +0.3 +1.2 +0.5 +0.5 
 
The strongest relationships are found for Headsets (+1.5) because they emerge from all sources. 
Musical artist BU was had a negative relationship in the historical analysis, whilst it was very 
positively scored by the stand-ins. The average score (triangular average) of these independent 
sources is used as finding to compare with the results from the bilateral relationship test-retest 
scores, using the standardised excel files for bilateral relationship test-retest reliability 
measurements.  
 
Findings for the BtC are compared with the measures from the bilateral reliability, and their 
relationship is presented in appendix 22.2, and the findings presented in Display 78. 
 
Display 78 Triangulation reliability for the BtC market; scale -2 to +2 
Triangulation versus BtC Average 
Headset users +1.9 
Musical artist BU +1.9 
High price  +1.6 
Case company name +1.6 
Apl users Western Europe +1.6 
Low price +1.4 
Apl +1.3 
Headsets +1.1 
Average +1.5 
   
Display 78 presents that the similarity of the relationships between the findings from the 
constellation with those from triangulation sources, again are very strong (+1.5) for the BtC market.  
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The highest relationship scores are for Headset users (+1.9) and Musical artist BU (+1.9). This means 
that both elements have a very strong relation between the constellation finding and triangulation 
finding. The lowest similarity is found in Headsets (+1.1). However, this is still moderately high. 
 
An overview of the triangulation reliability scores is presented in Display 79. 
 
Display 79 Overview of triangulation reliability scores; scale -2 to +2 
Triangulation reliability scores  
Constellation BtB BtC Average Delta 
Score +1.7 +1.5 +1.6 0.2 
 
Summarised: for the Theme the average relationship of the triangulation reliability is +1.6 (BtB=+1.7, 
BtC=+1.5), using the legend of Display 36 this means that the triangulation reliability is very high.  
 
Conclusion: the average triangulation reliability is very high (+1.6), meaning that the relationships 
between the stand-ins of the branding elements in the branding constellations are also very similar 
to these relationships based on an historical analysis and on brand team interviews 
5.1.5 Introspective reliability 
As this thesis is set up as a second-person case study and the internal involvement of the researcher 
has been high, the statements of the stand-ins could be tested on their ‘truth’. The findings of these 
introspective reliability measurements are presented in appendix 23 (appendix 23.1 for BtB-1, 23.2 
for BtB-2, 23.3 for BtC-1, and 23.4 for BtC-2). The legend used for the measurements in this section is 
presented in Display 39.  
 
The introspective reliability findings for the BtB-1 branding constellation are presented in Display 80. 
 
Display 80 Introspective reliability findings of the BtB-1 branding constellation; scale -2 to +2  
    Frequency scores     
Branding element  Average score +2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
Customer NO +1.50 1 1 0 0 0 2 3 
Customer SA +1.07 7 5 1 1 1 15 27 
Miniaturisation +1.04 8 13 1 3 0 25 31 
Customer PL +0.88 2 4 1 1 0 8 10 
New offer +0.62 3 6 2 0 2 13 14 
Case company name +0.59 10 17 5 5 4 41 58 
Customer HT +0.43 4 4 1 4 1 14 20 
Focus and mission +0.00 0 0 0 0 0 0 1 
Current offer +0.00 1 2 0 4 0 7 12 
Audio -0.25 1 0 1 1 1 4 5 
Case company strapline -0.40 3 4 1 6 6 20 28 
Average +0.39 40 56 13 25 15 149 437 
 
The average score for introspective reliability of the BtB-1 branding constellation is ambivalent 
(+0.39), indicating that overall the researcher is ambivalent about the truth of the statements of the 
stand-ins of the branding elements. The most and least true branding elements (stand-ins) elements 
are presented in Display 81. 
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Display 81 Most and least true branding elements (stand-ins) in BtB-1 branding constellation; top 3 
Rank Most true branding elements (stand-ins) Least  true branding elements (stand-ins) 
1. Customer NO (Paul P.)  Case company strapline (Saskia V.) 
2. Customer SA (Paul P.) Audio (Wim L.) 
3. Miniaturisation (Marieke K.) Current offer (Paul P.). 
 
The branding elements with the highest introspective scores are Customer NO (+1.5), Customer SA 
(+1.07) and Miniaturisation (+1.04), indicating that their statements are most true according to the 
researcher. As with precision, it seems that the element is dominating the stand-in, as Paul P. both 
represents branding elements with the highest scores as with the lowest scores. 
 
The introspective reliability findings for the BtB-2 branding constellation are presented in Display 84.  
 
Display 82 Introspective reliability findings of the BtB-2 branding constellation; scale -2 to +2  
    Frequency scores     
Branding element Average score +2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
CEO customer NO +1.50 2 2 0 0 0 4 4 
Customer PL +1.17 2 3 1 0 0 6 7 
Customer NO +1.11 3 4 2 0 0 9 10 
Customer HT +0.86 0 6 1 0 0 7 7 
Customer SA +0.50 0 1 1 0 0 2 4 
Case company strapline +0.40 2 16 4 8 0 30 38 
Sny +0.14 0 4 1 1 1 7 10 
Case company name +0.11 4 14 4 12 3 37 41 
Miniaturisation +0.11 0 10 1 8 0 19 23 
Average +0.49 13 60 15 29 4 121 283 
 
The average score for introspective reliability of the BtB-2 branding constellation is moderately high 
(+0.49). This means that the researcher perceives the statements of the stand-ins of the branding 
elements overall as moderately true.  
 
The most and least true branding elements (stand-ins) are presented in Display 82.  
 
Display 83 Most and least true branding  elements (stand-ins) in BtB-2 branding constellation; top 3 
Rank Most true branding elements (stand-ins)  Least true branding elements (stand-ins)  
1. CEO Customer NO (Daniëlle K.) Miniaturisation (Karin R.) 
2. Customer PL (Daniëlle K.) Case company name (Joyce van H.) 
3. Customer NO (Jolanda S.) Sony (Klaas J.). 
 
Here, Daniëlle K. scores high on truth as CEO customer NO and Customer PL. However, Customer NO 
and Customer PL scored high in the BtB1-1 branding constellation too. It might be easier to score 
personal elements rather than abstract elements. On the other hand, Miniaturisation scores lowest 
(+0.11), whilst this branding element score high in the BtB-1 branding constellation (+1.04).  
The delta between both BtB constellations in terms of bilateral reliability is 0.10 (BtB-1=+0.39, and 
BtB-2=+0.49). Using the legend in Display 33 , this means that both introspective reliability 
measurements are very similar.  
 
The introspective reliability findings for the BtC-1 branding constellation are presented in Display 84. 
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Display 84 Introspective reliability findings of the BtC-1 branding constellation; scale -2 to +2  
    
Frequency scores 
    Branding element 
Average 
score 
+2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
Case Company name +0.92 4 6 1 2 0 13 19 
Musical artist BU +0.86 1 5 0 1 0 7 8 
Low price  +0.75 0 3 1 0 0 4 5 
Apl +0.60 0 4 0 1 0 5 6 
Apl users Western Europe +0.36 1 8 0 5 0 14 19 
Headsets +0.27 1 8 1 4 1 15 19 
Headset users +0.00 0 0 0 0 0 0 1 
High price  -0.17 0 2 1 3 0 6 6 
Average +0.30 7 36 4 16 1 64 177 
 
The average score for introspective reliability of the BtC-1 branding constellation is ambivalent 
(+0.30). This means that the researcher perceives the statements of the stand-ins of the branding 
elements overall as ambivalent on their truth. The most and least true branding elements (stand-ins) 
are presented in Display 85.  
 
Display 85 Most and least true branding elements (stand-ins) in BtC-1 branding constellation; top 3  
Rank Most true branding elements (stand-ins) Least true branding elements (stand-ins) 
1. Case Company name (Sabine L.) Apl users Western Europe (Paul P.) 
2. Musical artist BU (Marieke K.) Headset users (Marieke K.) 
3. Low price (Wim L.) High price (Saskia V.) 
 
The highest scores, indicating  the highest truth, are Case company name and Musical artist BU. The 
lowest scores have the high price , the Headset user, and Apl users Western Europe. Here, again it 
does not seem that there is a relationship between the stand-in and the introspective reliability 
scores. 
 
The findings for the BtC-2 branding constellation are presented in Display 86. 
 
Display 86  Introspective reliability findings of the BtC-2 branding constellation; scale -2 to +2  
    
Frequency scores 
    Branding element 
Average 
score 
+2 +1 0 -1 -2 
Number of 
statements scored 
Number of 
statements 
Low price  +1.00 0 2 0 0 0 2 2 
Apl users Western Europe +0.92 3 7 0 2 0 12 14 
Musical artist BU +0.92 0 11 1 0 0 12 14 
High price +0.86 0 6 1 0 0 7 8 
Case company name +0.79 5 16 3 4 0 28 33 
Brand name +0.75 0 3 1 0 0 4 12 
Missing element +0.50 0 1 1 0 0 2 9 
Headsets +0.35 2 14 2 7 1 26 36 
Headset users  +0.27 1 8 1 4 1 15 16 
High price  +0.00 0 7 0 7 0 14 19 
Expensive product -0.50 0 0 1 1 0 2 2 
Average +0.42 11 75 11 25 2 124 360 
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The average score for introspective reliability of the BtC-2 branding constellation is moderately high 
(+0.42). This means that the researcher perceives the statements of the stand-ins of the branding 
elements overall as moderately true. The top 3 is summarised in Display 84. 
 
Display 87 Most and least true branding elements (stand-ins) for truth in BtC-1 branding constellation; top 3 
Rank Most true branding element (stand-in)  Least true branding elements (stand-ins)  
1. Case company name (Klaas J.) Apl users Western Europe (Jolanda S.) 
2. Musical artist BU (Karin R.) Headset users  (Daniëlle K.) 
3. Low price (Joyce van H.) High price (Karin R.) 
 
Here, again it does not seem that there is a relationship between the stand-ins and the introspective 
reliability scores. The average score for introspective reliability of the second BtC constellation is 
moderately high (+0.4). The highest score, indicating a moderately high relation to practice is found 
in Low price, Apl users Western Europe, and Musical artist BU. The lowest relation to practice is 
found in Expensive-product, indicating a moderately weak relationship to practice, meaning that the 
observations from the constellation match moderately weak with the observations in the Case 
company practice, and/or ideas.  
 
The findings from the introspective reliability measurements are summarised in Display 88. 
 
Display 88 Overview introspective reliability scores per branding constellation 
Introspective reliability scores per branding constellation 
Constellation BtB BtC Average Delta 
1 +0.39 +0.30 +0.35 0.09 
2 +0.49 +0.42 +0.46 0.07 
Average  0.44 +0.36 +0.40 0.12 
Delta  0.10  0.12   
 
Summarised: the introspective reliability is moderately positive (+0.4), indicating that the researcher 
perceives them as moderately true. Using the legend in Display 33, the delta between both 
introspective reliability measurements is very low, indicating the similarity of the researcher’s 
perceptions regarding the truth of the statements by the stand-ins of the branding elements in the 
four branding constellations. 
 
Conclusion: the average introspective reliability is moderately high (+0.4), meaning that the precise 
statements of the stand-ins of the branding elements moderately match with reality as perceived by 
the researcher employed by the case company 
5.1.6 Consensus development reliability 
This subsection answers the question what the consensus development is between the director as 
leading in the BtB constellation and the project manager as leading in the BtC constellation regarding 
the bilateral branding element relationships. This is measured in line with the bilateral relationship 
test-retest reliability measurement. The pre branding constellations consensus measurements for 
the BtB market are presented in appendix 24 and  Display 89.  
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Display 89 Pre branding constellations consensus between director and project manager for the BtB market; 
scale -2 to +2 
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Average 
Case company name     0.0 +1.0 +2.0 +1.0 +1.0 +2.0 +2.0 +1.0 +2.0 +1.0 +1.3 
Customer SA +2.0 +1.0 +1.0 +1.0 +1.0 +2.0 +1.0 +1.0 +1.0   +2.0 +1.3 
Focus-and-mission +1.0 +2.0 +2.0   0.0 +2.0   0.0   0.0 +2.0 +1.0 +2.0   +1.2 
Customer PL +2.0 +1.0 +1.0   0.0 +1.0 +2.0 +1.0   +1.0 +1.0 +2.0 +1.2 
Audio +1.0 +1.0 +1.0 +1.0   +1.0 +1.0 +1.0 +1.0 +1.0 +2.0 +1.1 
Miniaturisation +1.0   0.0   0.0 +1.0 +1.0   +2.0 +2.0 +2.0 +2.0   0.0 +1.1 
Customer NO +2.0 +1.0 +1.0 +1.0 +1.0 +2.0   +1.0   0.0 +1.0   0.0 +1.0 
New offer +1.0 +1.0   +1.0 +1.0   0.0 +1.0 +1.0 +1.0 +1.0 +2.0 +1.0 
Current offer   0.0   +1.0 +1.0 +1.0   0.0 +1.0 +1.0 +1.0 +1.0 +2.0 +0.9 
Case company strapline +2.0 +1.0 +1.0   +1.0 +1.0 +1.0   0.0   0.0 +1.0 +1.0 +0.9 
Customer HT +1.0 +1.0 +1.0   0.0 +1.0 +2.0   0.0 +1.0   +1.0 +1.0 +0.9 
Average +1.3 +0.9 +1.0 +0.8 +1.1 +1.1 +1.0 +1.2 +0.9 +1.3 +1.3 +1.1 
 
The pre branding constellations consensus between the director and project manager for the BtB 
market is moderately high. The highest consensus between director and project manager is on the 
Case company name (+1.3), Customer SA (+1.3), and Focus and Mission (+1.2). Least consensus is on 
Customer HT (+0.9).  
 
For the BtC constellation, the pre branding constellations consensus measurements are presented in 
appendix 24.2 and Display 90. 
 
Display 90 Pre branding constellations consensus between director and project manager for the BtC market; 
scale -2 to +2 
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Average 
Apl +2.0 +2.0 +1.0 +2.0 +2.0 +2.0 +1.0   +1.7 
Case company name   +1.0 +2.0 +1.0 +2.0 +2.0 +1.0 +2.0 +1.6 
Headsets +1.0     0.0 +2.0 +2.0 +2.0 +2.0 +2.0 +1.6 
Low price +2.0 +2.0 +1.0 +2.0 +2.0     0.0 +2.0 +1.6 
Headset users +2.0 +2.0   0.0   0.0   +2.0 +1.0 +2.0 +1.3 
High price +1.0 +2.0 +2.0   0.0 +1.0   0.0   +1.0 +1.0 
Apl users Western Europe +1.0 +2.0   0.0     0.0 +2.0   0.0 +2.0 +1.0 
Musical artist BU +2.0   0.0     0.0   0.0 +1.0 +2.0 +1.0 +0.9 
Average +1.6 +1.6 +0.9 +1.0 +1.3 +1.6 +1.0 +1.7 +1.3 
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The pre branding constellations consensus between the director and project manager for the BtC 
market is very high. Most consensus is on Apl (+1.7), Case company name (+1.6) and Headsets (+1.6). 
The lowest consensus is on Musical artist BU (+0.9). In all cases there is positive consensus, indicating 
that there were no big discrepancies  between the director and the project manager.  
 
The top 3 is presented in Display 91. 
 
Display 91 Highest consensus scores between director and project manager per business situation; top 3 
 BtB market BtC market 
1. Case company name (Sabine L.) Apl (Marieke K.) 
2. Customer SA (Paul P.) Case company name (Sabine L.) 
3. Focus-and-mission (Wim L.) Headsets (Ralph P.) 
 
Like the precision and the introspective reliability measurements, it seems that the branding 
elements are leading in the consensus measurements rather than the stand-ins.  
 
The pre branding constellation consensus findings are presented in Display 92. 
 
Display 92 Overview pre branding constellations consensus scores per branding constellation 
Pre constellation consensus reliability scores per branding constellation 
Constellation BtB BtC Average Delta 
Score +1.1 +1.3 +1.2 0.2 
 
In order to be comparable with Jongsma (2011), the consensus reliability development was 
measured, meaning that the pre branding constellation consensus reliability findings were compared 
with the post branding constellations consensus findings. The difference between both measures is 
the indicator of this case study for the consensus development reliability. The post branding 
constellation consensus measurements are detailed below. 
 
The post branding constellations consensus measurements for the BtB market are presented in 
appendix 24.3 and in Display 93. 
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Display 93 Post branding constellations consensus between director and project manager for the BtC market; 
scale -2 to +2 
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Average 
Customer SA +2.0 +1.0 +1.0   0.0 +1.0 +2.0 +2.0 +2.0 +1.0   +2.0 +1.4 
Novero +1.0 +1.0 +1.0 +1.0 +1.0 +2.0   +1.0 +2.0 +2.0   0.0 +1.2 
Customer HT   0.0 +1.0 +2.0   0.0 +1.0   0.0 +2.0 +2.0   +1.0 +1.0 +1.0 
Tonalite   +1.0 +1.0   0.0 +1.0   0.0 +1.0 +2.0   0.0 +2.0 +1.0 +0.9 
Customer PL +2.0   0.0   0.0 -1.0   0.0 +1.0 +1.0   +2.0 +2.0 +2.0 +0.9 
Audio +1.0 +1.0 +1.0   0.0   +1.0 +1.0   0.0 +1.0 +1.0 +1.0 +0.8 
Current offer +1.0   +1.0 +1.0 +1.0   0.0 +1.0   0.0 +1.0 +1.0 +1.0 +0.8 
New offer +1.0 +1.0   +2.0 +1.0 - 1.0 +1.0   0.0 +2.0 +1.0  0.0 +0.8 
Focus-and-mission +1.0 +1.0   0.0 -1.0 +1.0   0.0   0.0 +2.0 +1.0 +2.0   +0.7 
Miniaturisation   0.0   0.0 -1.0 +1.0 +1.0   +2.0 +1.0   0.0 +2.0   0.0 +0.6 
Case company strapline   0.0 +1.0 +2.0     0.0 +1.0 +1.0 -1.0   0.0   0.0 -1.0 +0.3 
Average +0.9 +0.8 +0.8 +0.3 +0.8 +0.6 +1.2 +0.9 +1.0 +1.4 +0.7 +0.9 
 
The post branding constellations consensus  between the director and the project manager for the 
BtB market is moderately high. Most consensus is on Customer SA (+1.4), Customer NO (+1.2), and 
Customer HT (+1.0); thus on the customers. The lowest consensus is on Case company strapline 
(+0.3). 
 
The post branding constellations consensus measurements for the BtC market are presented in 
appendix 24.4 and Display 94. 
 
Display 94 Post branding constellations consensus between director and project manager for the BtC market; 
scale -2 to +2 
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Average 
Apl +2.0 +2.0 +2.0 +2.0 +1.0 +2.0 +1.0   +1.7 
Low price +1.0 +2.0 +2.0 +2.0 +2.0   +1.0 +2.0 +1.7 
Headsets -1.0   +2.0 +2.0 +2.0 +2.0 +1.0 +2.0 +1.4 
Headset users +1.0 +2.0 +1.0 +1.0   +2.0 +2.0 +1.0 +1.4 
Musical artist BU  0.0 +2.0    0.0 +1.0 +2.0 +2.0 +2.0 +1.3 
Apl users Western Europe  0.0 +2.0  0.0   +1.0 +2.0 +1.0 +2.0 +1.1 
High price -1.0 +1.0 +2.0 +1.0 +2.0 +1.0   +1.0 +1.0 
Case company name   -1.0  0.0  0.0 +1.0 +1.0 -1.0 +2.0 +0.3 
Average +0.3 +1.4 +1.3 +1.1 +1.4 +1.7 +1.0 +1.7 +1.3 
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The post branding constellations consensus between the director and the project managerfor the BtC 
market is very high. Most consensus is in Apl (+1.7), Low price (+1.7), and Headsets (+1.4). Lowest 
consensus is on the Case company name (+0.3).  
 
Display 95 Highest post branding constellations consensus scores between director and project manager; 
 top 3 
 BtB market BtC market 
1. Customer SA (Paul P.) Apl (Marieke K.) 
2. Novero (Paul P.) Low price (Wim L.) 
3. Customer HT (Ralph P.) Headsets (Ralph P.) 
 
The stand-ins mainly emerging in the consensus reliability Top 3 are Paul P. (3x), Ralph P. (3x), Wim L. 
(2x), Sabine L. (2x) and Marieke K. (2x).  
 
This concludes the consensus reliability measurements after the constellation. A post constellation 
overview is presented in Display 96. 
 
Display 96 Overview post constellation consensus scores per branding constellation 
Post constellation consensus scores per branding constellation 
Constellation BtB BtC Average Delta 
Score +0.9 +1.3 +1.1 0.4 
 
The findings from all consensus measurements, divided over pre constellation (at the time of the 
constellation), and post constellation (9 months later), as indicator for consensus development 
reliability are presented in Display 97. 
 
Display 97 Consensus reliability development reliability; scale 0 – 4 
Consensus development reliability  scores per branding constellation 
 BtB BtC Average Delta 
Pre constellation +1.1 +1.3 +1.2 0.2 
Post constellation +0.9 +1.3 +1.1 0.4 
Average +1.0 +1.1 +1.2  
Delta -0.2  0.0 -0.1  
 
The consensus development reliability is 0.1, indicating that the consensus between the director and 
the project manager regarding the bilateral branding element relationships before and after the 
branding constellations is very similar.  
 
5.1.7 Overview reliability measurements 
This subsection summons the findings on the reliability of the findings of the branding constellation. 
Display 98 presents an overview of the measurements including the judgement of the reliability of 
the findings. However, the consensus development reliability measurement cannot be compared to 
the other measurements as the low delta (-0.1) indicates that the consensus between the director 
and the project manager has no changed due to the branding constellations. The legend of the 
findings from the average of these constellations is presented in Display 42. 
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Display 98 Overview of the findings on the reliability of the constellation; scale -2 to +2  
Section Measurement BtB-1 BtB-2 BtC-1 BtC-2 Average  
5.1.1 Precision reliability +0.2  +0.6 +0.3 +0.6 +0.4 
5.1.2 Bilateral relationship test-retest reliability +1.3 +1.6  +1.5 
5.1.3 Perceived bilateral relationship reliability +1.6  +1.2  +1.4 
5.1.4 Triangulation reliability  +1.7  +1.5 +1.6 
5.1.5 Introspective reliability +0.4 +0.5 +0.3 +0.4  +0.4 
5.1.6 Consensus development reliability -0.2 0.0 -0.1*1 
 Average +0.9 +0.9 +1.0*2. 
*1 = on the scale 0 to 4, -0.1 indicates a very high reliability 
*2 = consensus development reliability was not taken into account in the average 
 
Display 98 presents that the average reliability score of this case study is moderately high (+0.9).  
This case study scores very high on triangulation reliability (+1.6), bilateral relationship test-retest 
reliability (+1.5), perceived bilateral relationship reliability (+1.4), and consensus development 
reliability (delta -0.1). This case study scores moderately high on precision reliability and 
introspective reliability (both +0.4).  
 
 
5.2  Stacking findings comparable cases 
 
After section 5.1 presented the reliability findings of the case study, this section 5.2 answers the 
second research question (chapter 1.1.2) “How do these reliability findings harmonise with those of 
the previous case studies within the Branding Theme?”. Thus, this section describes the findings of 
the stacking of comparable cases within the Branding Theme. Subsection 5.2.1 covers the precision 
reliability measurements, and subsection 5.2.2 covers the bilateral relationship test-retest reliability. 
The perceived bilateral relationship reliability is stacked in subsection 5.2.3. The triangulation 
reliability is stacked in subsection 5.2.4, the introspective reliability in subsection 5.2.5, and the 
consensus development reliability in subsection 5.2.6. Subsection 5.2.7 presents an overview.   
5.2.1 Stacking precision reliability 
Meines (2011 p. 62) presents an overview of the findings of the standardised precision reliability 
measurements of predecessors in the Branding Theme. However, here the findings were presented 
by case study rather than by branding constellation, which he thought had to be changed. Therefore, 
the stacking was reviewed in appendix 1.3 and improved in this thesis.  
 
Display 99 presents this overview completed with the findings of this case study. The case study with 
the highest mean precision score is mentioned first, followed by the second highest average 
precision score, and so on. 
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Display 99 Overview of precision reliability measurements within the Branding Theme; scale -2 to +2 
Num-
ber 
Student Brand Function 
protagonist 
Facilitator Abstract 
elements 
Abstract 
score 
Personal 
elements 
Personal 
score 
Overall 
score 
23-1 Karel  Comfort in Liv.  Student Jurg  4 +1.1 5 +0.9 +1.0 
1 Van Geel  Army museum  Marketing m. Falkenstein  0  7 +0.9 +0.9 
18-1 Ten Have  Lipton  Student Jurg  5 +0.8 3 +0.9 +0.8 
4-1*1 Mathijssen  RSM  Student  Falkenstein  1 +0.8 4 +0.6 +0.7 
27-2 Roossien Case company Systems des. Jurg     +0.6 
27-4 Roossien Case company Systems arch. Weggemans     +0.6 
22-1 Halters  IDS Scheer  Director PD Jurg  3 +0.5 6 +0.6 +0.6 
22-2 Halters  IDS Scheer  Manager BD Weggemans  3 +0.5 7 +0.7 +0.6 
23-2 Karel  Comfort in Liv.  Director Geursen 4 +0.6 5 +0.6 +0.6 
26-2 Meines  DUO Director HRM Jurg 10 +0.6 - - +0.6 
26-3 Meines  VDP  Director Jurg 2 +0.4 8 +0.6 +0.6 
18-2 Ten Have  Lipton  Logistics man.  Jurg  5 +0.7 3 +0.4 +0.6 
6 Van Zwien.  Blooming  Director Stam 3 +0.5 4 +0.8 +0.6 
5*2 Davidse  DE&SP  Student Falkenstein - - 1 +0.5 +0.5 
11-1 De Heij SKBA Student Falkenstein 5 +0.5 5 +0.5 +0.5 
10-1 De Velde H.  EODD  Student Falkenstein - - 8 +0.5 +0.5 
10-2 De Velde H.  EODD  Director Blumenstein  - - 8 +0.5 +0.5 
25-1 Jongsma  TNO  Technologist Jurg 3 +0.5 6 +0.5 +0.5 
4-2*3 Mathijssen  RSM  Marketing m. Falkenstein  1 0.0 4 +0.8 +0.5 
20*4 Meijer  Rabobank  Student Stam 4 +0.5 2 +0.4 +0.5 
26-1 Meines  DUO Manager A&I Jurg 13 +0.5 - - +0.5 
26-4 Meines  VDP  Manager KCC Jurg 1 +0.3 6 +0.5 +0.5 
19 Vertregt  GTI  Director Stam 2 +0.8 6 +0.4 +0.5 
26-5 Meines  VDP  Consultant Jurg 1 +0.4 6 +0.4 +0.4 
2 Siezen  Stork Fokker  Director com. Stam 4 +0.1 6 +0.6 +0.4 
3 Gomersb.  Rabobank  Student Stam 3 +0.5 6 +0.3 +0.4 
11-2 De Heij  SKBA  Student Falkenstein  5 +0.2 4 +0.4 +0.3 
12 Holwerda  LG Phillips  Student Stam - - 6 +0.3 +0.3 
27-3 Roossien Case company Project man. Jurg     +0.3 
27-1 Roossien Case company Director Weggemans 7  4  +0.2 
25-2 Jongsma  TNO  Technologist Jurg 4 -0.1 5 +0.1 0.0 
Avg.     4 +0.5 5 +0.5 +0.5 
*1 = Six abstract elements were not taken into account, neither by Mathijssen (2005, p. 47) nor by Van Reij (2010, p. 46) 
*2 = The transcription of this constellation is not accurate enough to be analysed on other elements than ‘focus’ according   
  to Van Reij (2010, p. 48). 
*3 = Seven abstract elements were not taken into account, neither by Mathijssen (2005, p. 66) nor by Van Reij (2010, p. 46) 
*4 = Four abstract elements were not taken into account, neither by Meijer (2008, p. 38) nor by Van Reij (2010, p. 65) 
 
Overall, the precision reliability of branding constellations is moderately high. No regularities are 
noticed; even the scores of the abstract elements such as the brand are similar to the scores of the 
personal elements such as the director and target groups. 
Display 2 presents the bilateral relationship test-retest scores, which are also based on Van Reij 
(number 24, 2009). Van Reij harmonised these measurements, except for the Dutch Army museum 
case study and the recent case studies. The two recent case studies by Jongsma (2011) and Meines 
(2011) used the standardised measurements of Van Reij, so the measurements are very similar to the 
previous measurements.  
 
Display 99 presents the precision findings of 17 case studies within the Branding Theme over the past 
6 years. The average precision score is +0.5 which indicates (using the legend of Display 29) a 
moderately high precision reliability. Every score between +0.4, and +1.2 is regarded moderately 
positive (Display 4.3). This means that the scores of De Heij (2006), Holwerda (2006), Jongsma (2011), 
and this case study score lower than this category. The precision score of this case study (+0.4) is 
below average (+0.5) but does not extend the range of the scores within the Branding Theme.  The 
difference between this case study, and the average of the Branding Theme is 0.1. Using the legend 
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of Display 33, this indicates that the constellation done for this case study are very similar with those 
done within the Theme.  
 
Conclusion: the stacking precision reliability is very similar (delta 0.1), as the average precision score 
of these constellations is +0.4 while the average Theme score is +0.5. The similarity score of this case 
study with the Theme is +2. 
5.2.2 Stacking bilateral relationship test-retest reliability 
Van Reij (2010, p. 39) presents an overview of the findings of the standardised bilateral relationship 
test-retest reliability measurements of predecessors in the Branding Theme.  Display 100 presents 
this overview completed with the findings of this case study. 
 
Display 100 Overview of bilateral relationship test-retest reliability measurements within the Branding Theme; 
scale -2 to +2 
Num-
ber 
Student Brand Prota-
gonist 
Facili-
tator 
Stand-
ins 
Time Room Nr. of 
elements 
Overall 
score 
25 Jongsma  TNO  Different Same Same Different Same 2 +2.0 
17 Blootens  Hooghoudt  Same Same Different Different Same 4 +1.9 
26-3 Meines  VDP 1-3 Different Same Same Different Same 3 +1.7 
26-4 Meines  DUO 1-2 Different Same Same Different Same 5 +1.7 
27-2 Roossien Case Company Different Different Different Same Different 7 +1.6 
10 De Velde H.  EODD  Different Different Different  Different Similar 9 +1.6 
23 Karel  Comfort i L  Different Different Different Same Different 9 +1.6 
15 Schuurman  Alex  Different Same Different Different Similar 5 +1.6 
18 Ten Have  Lipton  Different Same Same Different Same 8 +1.6 
27-1 Roossien Case Company Different Different Different Same Different 7 +1.3 
26-1 Meines  VDP 1-2 Different Same Same Different Same 3 +1.3 
26-2 Meines  VDP 2-3 Different Same Same Different Same 3 +1.3 
22 Halters  IDS Scheer  Different Different Different Same Similar 9 +1.2 
1* Van Geel Army museum Same Same Same Different Same 3 +1.2 
8* Simons MultiCopy Same Same Different Different Different 3 -0.3 
Average        5.1 +1.4 
*= This measurement was not standardised by Van Reij (2010) 
 
The bilateral relationship test-retest reliability of all branding constellation cases is very high, except 
for the MultiCopy case, which was not harmonised by Van Reij (2010). The MultiCopy case was also 
presented in Jurg (2008). Thus, it seems a right time for a rectification of these findings. No further 
regularities are noticed. 
 
Display 100 presents the bilateral relationship test-retest reliability scores of 10 case studies within 
the Branding Theme over the past 6 years. The average bilateral relationship test-retest reliability 
score is +1.5. This score indicates (using the legend of 0) a moderately strong bilateral test-retest 
reliability. It presents that the bilateral test-retest reliability measurement of this case study scores 
on average level (+1.5) compared to the other scores within the Branding Theme. The difference 
between this case study, and the average of the Branding Theme is nil. Using the legend of Display 
33, this difference indicates that the scores from this case study compared with the average from the 
Theme are very similar.  
 
Conclusion: the stacking bilateral relationship test-retest reliability is also very similar (delta 0) as 
both the average bilateral relationship test-retest reliability score of these constellations, and the 
average Theme score are +1.5. The similarity score of this case study with the Theme is +2. 
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5.2.3 Stacking prediction/perceived bilateral relationship reliability 
Jongsma (2011, p. 44) presents an overview of the findings of the perceived bilateral relationship 
reliability measurements of predecessors in the Branding Theme. Display 101 presents this overview 
completed with the findings of this case study. 
 
Display 101 Overview of perceived bilateral relationship reliability measurements within the Branding 
Theme; scale -2 to +2 
Number Student Brand Protagonist Moment Overall score 
25-1 Jongsma  TNO  Technologist Before +1.0 
27-2 Roossien Case company Project man. + system des. Before +0.8 
25-2 Jongsma  TNO  Technologist Before +0.8 
5* Davidse DE&SP  Student Before +0.8 
10* De Velde H. EODD  Student Before +0.7 
11-1* De Heij  SKBA -1 Student Before +0.6 
1-1* Van Geel  Army Museum Marketing m. Before +0.6 
23-1* Karel  Comfort in Living  Student Before +0.5 
27-1 Roossien Case company Director + system analyst Before +0.3 
1-2* Van Geel  Army Museum Marketing m. After +0.3 
27-4 Roossien Case company Project man. + system des. After +0.2 
4* Mathijssen  RSM  Student Before +0.2 
27-3 Roossien Case company Director + system analyst After +0.1 
11-2* De Heij  SKBA -2 Student Before +0.1 
18* Ten Have  Lipton  Student Before +0.0 
23-2* Karel  Comfort in Living  Director Before -0.1 
Average     +0.4 
*= The measurement was not standardised by Van Reij (2010) 
 
The perceived bilateral relationship reliability of the branding constellations is generally ambivalent. 
The TNO branding constellations score moderately high. Remarkable is also the low score of the 
director in the Comfort in Living branding constellation. No further regularities are noticed. 
 
Display 100 presents the perceived bilateral relationship scores. The latter perceived bilateral 
relationship scores of Jongsma (2011, pp. 37-38) are based on the harmonised test-retest reliability 
measurements by Van Reij (number 24, 2009). Thus, currently, the scores are harmonised. However, 
the previous measurements of Van Geel (2004, p. 58), Mathijssen (2005, p. 121), Davidse (2005, 
p.82), De Velde Harsenhorst (2006, pp. 32-33), De Heij (2006, p.51) and Karel (2009, p. 47) need 
harmonisation as they were not standardised by Van Reij (2010).  
 
Display 101 presents the scores of the perceived bilateral relationship reliability measurements of 9 
case studies of the Branding Theme. The average relationship within the Theme using Display 34 is 
scored moderately strong (+0.7). The highest score is +1.7 (Van Geel, 2004), and the lowest score 0.0 
(Ten Have, 2007). The relationship score of this case study is classified as very strong (+1,4), which is 
significant above the average (+0.7). The difference between the average score (+0.7), and the score 
of this case study (+1.4) is 0.7, which indicates (using the legend of Display 33) still a very positive 
score on the similarity of the findings from this case study compared to those within the Theme. 
 
Conclusion: the stacking perceived bilateral relationship reliability is very similar (delta 0.7) as the 
average perceived bilateral relationship reliability score of these constellations is +1.4 while the 
average Theme score is +0.7. The similarity score of this case study with the Theme is +2. 
 
5.2.4 Stacking triangulation reliability 
Jongsma (2011, p. 45) presents an overview of the findings of the innovation history reliability, based 
on the measurements of Karel (2009). Due to the fact that Halters (2009: 34) did not find 
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measurements, the stacking is limited to the measurement of Karel (2009, p. 36), and Jongsma 
(Jongsma, 2011). Meines (2011) investigated the differences between self test, and constellation. 
Meines used a 10 point scale, where a 5 point scale is used within the Theme. The values are re-
calculated before stacking (the, original value is between brackets).  Display 102 presents this 
overview completed with the findings of this case study. 
 
Display 102 Overview of triangulation reliability measurements within the Branding Theme; scale -2 to +2 
Number Student Company Measurement Respondents Overall 
score 
25 Jongsma TNO  Innovation history 
analysis 
 +2.0 
27-1 Roossien Case 
company 
History and 
questionnaire 
2 employees, 2 protagonist and 
14 stand-ins 
+1.7 
6 Van Zwienen Blooming E-mail questionnaire Three departments +1.7 
27-2 Roossien Case 
company 
History and 
questionnaire 
2 employees, 2 protagonist and 
14 stand-ins 
+1.5 
3 Gomersbach Rabo E-mail questionnaire 
and interviews 
Protagonist, one brand team 
member and one brand advisor 
+1.2 
5 Davidse DE&SP Three web analyses  +0.9 
26 Meines  DUO  Standardised 
questionnaire 
DUO managers +0.9 
1 Van Geel Army 
museum 
E-mail questionnaire Brand team members, stand-ins 
and witnesses 
+0.8 
11-1 De Heij SKBA E-mail questionnaire Six directors +0.7 
23 Karel  Comfort in 
Living  
History and literature 
insights 
Student +0.8 
12 Holwerda LG-Philips E-mail questionnaire Brand team members, stand-ins 
and witnesses 
+0.5 
2 Siezen Stork Fokker E-mail questionnaire Protagonist and other brand team 
members 
+0.5 
11-2 De Heij SKBA E-mail questionnaire Six directors -0.5 
22 Halters  IDS Scheer  History and literature  No score 
10 De Velde 
Harsenhorst 
EODD Interview and 
literature 
Director No score 
20 Meijer Rabo History and literature  No score 
18 Ten Have  Lipton  E-mail questionnaire, 
history and literature 
Brand team No score 
19 Vertregt GTI History and literature 
insights 
Student No score 
Average     +0.9 
 
The measurements of Jongsma and Meines were based on the literature and could be followed by 
future Theme students. Similarly, the e-mail questionnaire to compare the opinions of personal 
elements seems a good way to determine the triangular reliability in a comparable way for future 
students. 
 
Display 102 presents the scores of the triangulation reliability measurements of 5 case studies of the 
Branding Theme. The average relationship within the Theme using Display 34 is scored moderately 
high (+1.1). The highest score is +2.0 (Jongsma, 2011), and the lowest score +0.3 (Karel, 2009). The 
triangulation reliability score of this case study is classified as very high (+1.6), which is significant 
above the average (+1.1). The difference between the average score (+1.1), and the score of this case 
study (+1.6) is 0.5, which indicates, using the legend of Display 33, still a very positive score on the 
similarity of the findings from this case study compared to those within the Theme.  
 
Conclusion: the stacking triangulation reliability is again very similar (delta 0.5) as the average 
triangulation reliability of these constellations is +1.6, and the average Theme score is +1.3. The 
similarity score of this case study with the Theme is +2. 
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5.2.5  Stacking introspective reliability 
Stacking the findings of this theme to earlier findings is done by using the table as emerged from the 
research of Ten Have (2007, p. 55), and presented in Display 103.  
 
The introspective reliability was compared in 2007 for the last time, and given current research the 
table is updated, and sorted with highest on top. For BtB the average is +0.44 (BtB-1=0.39,  BtB-
2=0.49), and for BtC the average is +0.36 (BtC-1=0.30, and BtC-2=0.42). For the case study in total the 
average is 0.4. 
 
Display 103  Overview of introspective reliability measurements within the Branding Theme; scale -2 to +2 
Number Student Company Function protagonist Overall score 
11-2* De Heij  SKBA  Student +1.1 
23-1 Karel Comfort in Living Student +1.0 
5* Davidse DE&SP Student +0.8 
11-1* De Heij  SKBA  Student +0.8 
12* Holwerda LG-Philips Student +0.8 
18-1* Ten Have  Lipton  Student +0.7 
10-1* De Velde Harsenhorst  EODD  Student +0.6 
10-2* De Velde Harsenhorst  EODD  Director +0.6 
19 Vertregt GTI Student +0.6 
27-2 Roossien Case company Systems designer +0.5 
4-1* Mathijssen  RSM  Marketing manager +0.5 
27-1 Roossien Case company Director +0.4 
27-4 Roossien Case company Systems analyst +0.4 
20 Meijer Rabo Student +0.4 
27-3 Roossien Case company Project manager +0.3 
23-1 Karel Comfort in Living Director +0.3 
5* Davidse  DE&SP  Student +0.2 
4-2* Mathijssen  RSM  Student +0.2 
18* Ten Have  Lipton Logistics manager +0.2 
Average    +0.5 
*= The measurement was not standardised by Van Reij (2010) 
The introspective reliability of the branding constellations is generally moderately high. It seems that 
the Theme students in generally score higher on their own branding constellations than on the 
branding constellations of brand team members. This might be expected as they choose the branding 
elements and stand-ins themselves. No further regularities are noticed. 
 
Display 102 presents the scores of the introspective reliability measurements of 7 case studies of the 
Branding Theme. The average relationship within the Theme using Display 34 is scored moderately 
high (+0.5). The highest score is +1.1 (De Heij, 2006), and the lowest score +0.2 (Ten Have, 2007). The 
introspective reliability score of this case study is classified as moderately high too(+0.4), which is 
comparable with the average (+0.5). The difference between the average score (+0.5), and the score 
of this case study (+0.4) is 0.1, which indicates, using the legend of Display 33, again a very positive 
score on the similarity of the findings from this case study compared to those within the Theme. 
 
Conclusion: the stacking introspective reliability is also very similar  (delta 0.1) as the average 
introspective reliability of these constellations is +0.4 while the average Theme score is +0.5. The 
similarity score of this case study with the Theme is +2.  
5.2.6 Stacking consensus development reliability 
The third research question ‘How can the consensus development measurement introduced by 
Jongsma (2011) be improved, and operationalised as standard measurement?’ is answered in this 
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thesis. However, the methodology is part of discussion. Where Jongsma (2011, p. 47) based the 
consensus development reliability on variances, this case study is based on bilateral relationships. 
This hinders stacking and comparison. The findings are added to the table under extension of the 
method, but the average is left blanc intentionally for this reason (Display 104).  
 
Display 104 Stacking of consensus development reliability; scale -2 to +2  
Number Student Company Functions protagonists Method Overall 
score 
27-2 Roossien (2012) Case company Project manager + director BtC Bilateral  0.0 
27-1 Roossien (2012) Case company Director + project manager BtB Bilateral -0.2 
25 Jongsma (2011) TNO Technologists Variances -0.2 
Average     n/a 
 
Conclusion: the stacking consensus development reliability is not to compare directly as the 
measurements differ. The results of this case study, obtained from bilateral measurements presume 
a high similarity with the variance measurements from predecessor Jongsma (2011). The similarity 
score of this case study within the Theme is +2.  
 
5.2.7  Overview stacking comparable cases 
This subsection presents an overview of the findings regarding the stacking of comparable cases, for 
the standardised measurements done in the case studies, see Display 105.  
 
Display 105 Overview of the findings on the reliability of the constellation; scale -2 to +2  
Section Measurement Average stacking finding 
5.2.1 Precision reliability +2 
5.2.2 Bilateral relationship test-retest reliability +2 
5.2.3 Perceived bilateral relationship reliability +2 
5.2.4 Triangulation reliability +2 
5.2.5 Introspective reliability +2 
5.2.6 Consensus development reliability +2 
 Average +2 
 
Display 105 presents the findings of the stacking of the reliability measurements of research question 
1 (section 1.2.2) with comparable case studies within the Branding Theme. The average stacking 
finding of +2.0 indicates that this case study findings scores very positive on reliability.  
 
Within the Theme the reliability is investigated particularly because this was the weak spot in earlier 
investigations. Relevance, and Validity have been addressed earlier within the Theme. Reliability, and 
Precision are subject of extra attention. In this perspective, the score of +2.0 contributes to the 
Theme by proving that the weak spot is improved.  
 
5.3 Improvement findings of the reliability measurements 
 
This section answers the third research question: “How can the  current reliability measurements of 
the Branding Theme be improved?”.  Proposed improvements were obtained from the execution of 
this case study and based on inputs from fellow Theme students.  
 
Status of improvements of measurements within the Theme is presented in Display 106. 
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Display 106 Improvements on the reliability measurements within the Theme 
Number Measurement Improvement Completed Reference 
1. Precision reliability 
measurement 
Correct excel models 
(Van Reij) 
Yes Appendix 30.1 
2. Bilateral relationship test-retest 
reliability measurement 
Correct excel models 
(Van Reij) 
Yes Appendix 30.2 
3.  Perceived bilateral reliability 
measurement 
n/a   
4.  Introspective reliability 
measurement 
Add to excel models Yes Appendix 23 
Appendix 30.3 
5. Triangulation reliability 
measurement 
n/a   
6. Consensus development 
reliability measurement 
Add to excel models Yes Subsection 5.1.6 
Stacking All measurements 1 to 6 Add overview detailed 
findings (framework) 
Yes Section 5.2 
 
Conclusion: the improvement of the reliability measurements answers the third research question. 
The reliability measurements within the Branding Theme are improved by:   
1. Moderating the standardised excel reliability measurements for precision reliability and bilateral 
relationship test-retest reliability  
2. Moderating the standardised excel precision measurement models of van Reij to calculate 
standardised scores for introspective reliability  
3. Moderating the consensus development reliability measurement by comparing the consensus 
between two brand team members before and after the branding constellations based on the 
standardised Theme measurements:  based on the ordinal bipolar five point scale (scale -2 to +2), 
and ending in the standard 0 to 4 scale 
4. Adding a framework for better comparison of the reliability measurements within the Branding 
Theme, which comprises an overview of detailed findings of the reliability measurements of 
previous case studies that allowed stacking the findings of each separate branding constellation 
in this case study instead of the case study average only.  
5.4 Quality Function Deployment and core competencies findings 
 
This subsection presents the findings from the QFD analysis in respect to core competencies. In 
subsection 
5.4.1 Quality Function Deployment 
The Quality Function Deployment analysis is conducted with four different inputs:  
1. Input from management by means of its original company definition presentation (appendix 11) 
2. Input from management by means of interviews (appendix 3, 4, and 5) 
3. Input from employees by means of interviews (appendix 12) 
4. Input from management and employees by means of the enneagram day (appendix 13) 
 
The core competencies found in the QFD are deducted from three perspectives. First, from 
management; second, from employees and third, from the finding of the enneagram day (passion). 
These scores are compared with the elements found in the constellations. Findings are presented in 
Display 107 for the BtB market and in Display 108 for the BtC market.  Detailed scores are presented 
in appendix 26 (appendix 26.1 for BtB, and appendix 26.2 for BtC).  
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Display 107 Bilateral QFD relationships to branding constellations for BtB market; scale -2 to +2  
BtB 
M
an
ag
em
en
t 
Em
p
lo
ye
es
 
P
as
si
o
n
 Average 
Case company strapline +2.0 +2.0 +2.0 +2.0 
Miniaturisation +2.0 +2.0  0.0 +1.3 
Audio +2.0 +2.0 -2.0 +0.7 
Case company name +1.0  0.0 +1.0 +0.7 
Focus and mission +1.0  0.0 +1.0 +0.7 
New offer  0.0 -1.0  0.0 -0.3 
Current offer -1.0 -2.0 -1.0 -1.3 
Customer NO -2.0 -2.0 -2.0 -2.0 
Customer PL -2.0 -2.0 -2.0 -2.0 
Customer HT -2.0 -2.0 -2.0 -2.0 
Customer SA -2.0 -2.0 -2.0 -2.0 
Average -0.1 -0.5 -0.6 -0.4 
 
Display 107 presents different strengths of the relations between elements found from the BtB 
constellation, and found from QFD. Strongest relationships are from Case company strapline (+2.0) 
and Miniaturisation (+1.3). The lowest relations are observed in all four customers (-2.0). Using the 
legend of Display 46 the relationship between the QFD, and the branding constellation for the BtB 
market is ambivalent (-0.4). The management score has the best relation to elements positioned in 
the constellation (-0.1).  
 
The bilateral QFD relationship for the BtC market is presented in Display 108. 
 
Display 108 Bilateral QFD relationships to the branding constellations for BtC market; scale -2 to +2  
BtC 
M
an
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em
en
t 
Em
p
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P
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o
n
 Average 
Case company name  0.0   0.0 +1.0 +0.3 
Headsets  0.0 +1.0 -2.0 -0.3 
Apl -1.0 -1.0   0.0 -0.7 
Headset users  0.0  0.0 -2.0 -0.7 
Apl users Western Europe  0.0 -1.0 -2.0 -1.0 
Low price -1.0 -1.0 -2.0 -1.3 
High price -2.0 -2.0 -1.0 -1.7 
Musical artist BU -2.0 -2.0 -2.0 -2.0 
Average -0.8 -0.8 -1.3 -0.9 
 
Display 108 presents different strengths of the relations between elements found from the BtC 
constellation, and found from QFD. The average relationship is -0.9. Using the legend of Display 46 
the relationship is moderately weak. The management score, and the employees score  has the best 
relation to elements positioned in the constellation, the scores from Passion are weak compared to 
the BtC market.  
 
Core competencies deducted from QFD are stated in  Display 109. 
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Display 109 Core competencies deducted from QFD; top 3 
 BtB BtC 
1. Case company strapline Case company name 
2. Miniaturisation Headsets 
3. Audio Apl 
 
An overview of the relationship scores between QFD and branding constellations is presented in 
Display 110 
 
Display 110 Overview relationship scores from QFD; scale -2 to +2 
QFD relationship scores per branding constellation 
 BtB BtC Average Delta 
Score -0.4 -0.9 -0.7 0.5 
 
Summarised: the average score for the Theme as result of both constellations compared to the 
elements considered as core in the QFD is -0.7 (BtB=-0.4, and BtC=-0.9). Following the legend in 
Display 46 the relationship of the QFD findings and the branding constellations findings is moderately 
weak. 
 
Conclusion: the average bilateral relationship reliability between QFD, and the branding constellation 
is moderately weak (-0.7), meaning that the relationships between the elements deducted by QFD 
compared with those emerged in the branding constellations are moderately weak. This implies that 
both techniques are not comparable, but additional. 
5.4.2  Core competencies findings from QFD and branding constellations  
This subsection relates the core competencies found from the QFD analysis with those found in the 
branding constellation. Elements that were not positioned in the constellations are not incorporated 
in this review. The elements under consideration are subjected to the Core Competencies Litmus 
Test (CCL-test), and the findings are added in the overview.  
 
The overview between relations deduction from QFD, and branding constellations is in appendix 27, 
and presented in Display 111. 
 
Display 111 Summarised comparison of tested core competencies from QFD and BC 
Core 
competencies 
 Branding constellations  
 QFD BtB-1 BtB-2 BtC-1 BtC-2 CCL-test 
Case company 
strapline  
Obvious Conflicting with Case 
company name 
Conflicting with Case 
company name  
n/a n/a Fail (2.0) 
Miniaturisation  Hidden Obvious Conflicting with Case 
company strapline 
n/a n/a Pass (3.0) 
Audio Obvious Conflicting with Case 
company name and 
strapline 
n/a n/a n/a Fail (2.2) 
Headsets Obvious n/a n/a Obvious Obvious Pass (2.9) 
 
Very identical outcome is core competency Headsets. It emerged in QFD and the relevant branding 
constellation as main element and influencing the constellated system. It passed the CCL-test, 
indicating that this is an obvious core competence for the case company. 
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Miniaturisation was very obvious in the BtB-1 constellation, but in the BtB-2 a conflict with Case 
company strapline caused this element to withdraw from the constellation. From QFD 
Miniaturisation was ‘hidden’ in many propositions of the case company. Miniaturisation passed the 
CCL-test and is a clear competence for the case company.  
 
Audio was obvious in QFD and in the brand team’s mind, however did not constitute a core 
competence because it was rejected soon in the BtB-1 constellation and was not positioned anymore 
in the others. It failed the CCL-test and was not considered core competency.  
 
The Case company strapline was obvious in QFD too, however in the BtB constellation were it was 
positioned, causing many distortion with Case company.  
 
Conclusion: the core competencies as deducted by Quality Function deployment, and branding 
constellation, that pass the Core Competencies Litmus Test are Headsets and Miniaturisation. The 
similarity between core competencies found from QFD compared with the branding constellations is 
25%. For 75% the findings differ. It can be concluded that as well from this perspective both 
techniques are not comparable, but can be seen as additional.  
 
This ends chapter 5, the findings from the case study. The next chapter will discuss the implications 
of these findings, combined with a discussion on validity and reliability, as well proposal for further 
study and reflections will be addressed.   
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6 Discussion, implications, future case study and reflection 
 
 
 
This chapter first discusses the case study’s rigour on findings using three indicators based on Yin 
(2003, p. 34): construct validity, external validity, and reliability. The construct validity is discussed in 
chapter 6.1, the external validity in 6.2, and the reliability in 6.3. Section 6.4 presents the major 
implications of this case study. Section 6.5 suggests some future studies and section 6.6 contains a 
brief personal reflection on this case study by the researcher.  
 
6.1  Discussion on construct validity  
 
Construct validity is defined by Yin (2003, p. 34) as “establishing correct operational measures for the 
concepts being studied”. As chapter 1.2.1 mentions, this case study investigated the reliability of the 
branding constellations of this case study by dividing the reliability concept into six sub concepts 
described in the research questions (subsection 1.2.2). This subsection first discusses the construct 
validity of the case study concerning these six reliability measurements (subsection 1.2.2): precision 
reliability, bilateral relationship test-retest reliability, perceived bilateral relationship reliability, 
triangulation reliability, introspective reliability, and consensus development reliability.  
 
The construct validity of these reliability measurements is discussed hereafter. Subsection 6.1.1 
discusses the precision reliability, subsection 6.1.2 the bilateral relationship test-retest reliability, 
subsection 6.1.3 the perceived bilateral relationship reliability, subsection 6.1.4 the triangulation 
reliability, subsection 6.1.5 the introspective reliability, and subsection 6.1.6 the consensus 
development reliability of this case study. Since the Theme is fundamentally a multiple case study 
and the stacking of the findings is core of the Theme, the discussion is based on the discussion of the 
predecessors Jongsma (2011, number 25) and Meines (2011, number 26). 
 
The most fundamental criticism on the Theme’s first five reliability measurements is that they focus 
on the data rather than on the technique. Jurg (2010, p. 105) refers to this difference as data 
precision versus technique precision: the reliability measurements are based on the statements of the 
stand-ins rather than on the problem identification insights of the brand team members. Another 
fundamental criticism, is that the reliability measurements do not fit the holistic perspective (Display 
1) as the relationship between two elements in a whole cannot be seen apart from the rest of that 
whole. In other words, a change in the context might easily influence the relationship between two 
elements in a branding system. In addition, the relationships between the stand-ins of the branding 
elements might have been influenced by the space of the room. Some branding constellations were 
conducted in large rooms of about 80 square meters, while others were conducted in small rooms of 
about 40 square meters, like the case study constellations. In the branding constellations of the case 
study, for example, for the first time in the Theme branding elements were positioned outside the 
rooms, which might not have occurred if the rooms would have been (much) larger. Finally, the 
calculation of averages means that a positive and negative scores have the same average as zero 
scores. In other words: averages makes it difficult to distinguish between neutral and ambivalent 
scores. Thus, every zero score asks for a further analysis. 
6.1.1 Discussion on the construct validity of precision reliability 
This subsection discusses the construct validity of the precision measurement of this case study, 
which is predominantly based on the discussion of the predecessors Jongsma (2011, number 25) and 
Meines (2011, number 26). First, Jurg (2010, p. 83) defines precision in his dissertation in two 
components:  
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1 Verification: Degree to which the statements of the stand-ins provide verifiable, and/or 
falsifiable information in the perceived of the respondents: the information can be checked, 
or can conflict with possible observations. 
2  Unambiguity: Degree to which the statements of the stand-ins provide unambiguous 
information in the perceived of the respondents: statements that do not permit, or invite 
alternative interpretations.  
 
First, these two components are integrated in the legend of the Theme (subsection 4.1.1). However, 
Jurg (2010, p. 182) argues that verification and ambiguity seem to form a paradox. Thus, it does not 
seem right to integrate these two components in one measurement. In this case study the main 
focus has been on the verification part of this definition, whilst the ambiguity part is employed in the 
-2 score (Display 28). 
 
Second, it can be discussed if clearly can be determined whether a statement “can be 
operationalised using definitions that might be found in literature”. A term as “might be” cannot be 
expected to lead to reliable measurements. Thus, the insights and knowledge of the researcher 
influences this measurement. Thus, not only the precision of the constellation is measured, but also 
the insights and knowledge of the researcher.  
 
Third, the construct validity of the precision measurement can be influenced by the development in a 
branding constellation. For instance, an as contrary scored statement might indeed be in 
contradiction with other statements, but in line with the development of the branding constellation 
in time. A good example was the stand-in for Case company name in the BtB-1 branding 
constellation, who scored in the projection phase mainly below zero, and after the intervention 
phase above zero. This was noticeable in the constellation too, as the stand-in took leadership in the 
intervention phase.  
 
Fourth, the choice within the Theme to calculate the average precision unweighted influences the 
measurement. The precision outcome in the standardised calculation is equally influenced by an 
element with 40 statements scored and by an element with only 1 statement scored. When the 
count function is added, which is incorporated in Excel, the weighting can be performed. If the 
average scores would be weighed, the precision of elements with low number of statements would 
have increased. For example, customer HA had only 2 statements to score, whilst customer SA had 
26 statements that had to be scored. Furthermore, the precision calculation is influenced by whether 
statements are considered ‘full sentences’, whilst the term ‘full sentences’ is not operationalised. For 
example, in the BtB-1 branding constellation facilitator W asked the stand-in for the Case company 
strapline to say to the Case company name “I don’t believe you”, what the stand-in did. This is not an 
emotion and not stating the relationship, and unclear is the stand-in means this. However it created 
a response by the case company ‘I don’t believe you either’, which statements was difficult to score 
on precision. 
 
Fifth, the facilitator seems to influence the precision of the statements. In this case study four 
branding constellations were performed, two parallel with a different facilitator. Facilitator J did not 
reveal the branding elements, whilst facilitator W did reveal some information to the stand-ins (for 
example: ‘you are the market’). Furthermore, facilitator W applied much process work (making the 
stand-ins express implicit emotions (Jurg, 2010, p. 28), while facilitator J did not. For the 
transcriptions in this research the ‘double’, and ‘repeated’ statements were excluded, in this way 
excluding measuring the precision statements of the facilitator. Reliability was preferred over 
construct validity in this case study. However, this has influenced the construct validity negatively. 
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Sixth, the excel models used for the standardised precision reliability measurements of Van Reij 
(2010) had some weaknesses and were improved for this case study and future students (see 
appendix 28). It is recommended to upgrade the excel precision reliability models regularly 
throughout the Theme, and not take them for granted. The updated models are presented in 
appendix 30.1. However, this also should lead to recalculating the previous precision measurements 
within the Theme. For time reasons, this recalculation was left to future students, which has 
influenced the stacking reliability of the precision reliability measurements negatively.  
 
To conclude, the construct validity of the precision measurement is moderately high. 
6.1.2 Discussion on the construct validity of the bilateral relationship test-retest reliability 
This subsection discusses the construct validity of the bilateral relationship test-retest reliability, 
which is predominantly based on the discussion of the predecessors Halters (2011, number 26) and 
Karel (2009, number 23). It is hardly based on the discussion of the predecessors Jongsma (2011, 
number 25) and Meines (2011, number 26) as their test-retest measurements were sequential rather 
than parallel. 
 
First, the parallel character of the branding constellations led to optimal test-retest measurements. 
However, to create an adequate test-retest situation on the bilateral relationships, all variables 
should be the same, which is not possible in reality. Although the rooms were identical as well as the 
number of blancs and the blancs were randomly divided over the two rooms based on the first letter 
of their second name, the facilitators were different as well as the brand team members. Thus, the 
meaning of the conducted test-retest measurement is limited.  
 
Second, the excel models used for the standardised bilateral test-retest reliability measurements of 
Van Reij (2010) had some weaknesses, and were improved for this case study and future students 
(see appendix 28). It is recommended to upgrade these bilateral test-retest reliability excel models 
throughout the Theme. The updated models are presented in appendix 30.2. However, this also 
should have led to recalculating the previous bilateral test-retest reliability measurements within the 
Theme. For time reasons, this recalculation was left to future students, which has influenced the 
stacking reliability of the bilateral test-retest reliability measurements negatively. 
 
Third, some of the stand-ins of the branding elements were not questioned by the facilitators and 
thus did not make any statements about their relationships with the stand-ins of the other branding 
elements, which made a good comparison more difficult. When stand-ins of branding elements did 
not make any statements on their relationships with other stand-ins, there were no scores, which led 
to ‘0’ scores. For example, the branding element “Focus and mission” seemed to be of high 
importance in the leading BtB-1 branding constellation, but was scored on only one by the facilitator 
requested statement: “I am your focus”. As in the legend repeated and requested statements were 
not scored, so this branding element was insufficiently questioned in order to be scored. To avoid 
this, facilitators should be prompted to ask all stand-ins how they feel about all other stand-ins. One 
might also argue that ‘neutral’ elements should not have been constellated at all, as the neutral 
relationships indicate that these elements do not belong to the core elements of the branding 
system. Thus, the stand-ins with zero scores may in the future be removed from the constellations.  
A branding element that might have been removed from the BtB-1 branding constellation was Focus-
and-mission, because this stand-in only repeated 1 statement from the facilitator.  
 
To conclude, the construct validity of the bilateral relationship test-retest reliability is moderately 
high. 
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6.1.3 Discussion on the construct validity of perceived bilateral relationship reliability  
This subsection discusses the construct validity of perceived bilateral relationship reliability and is 
predominantly based on the discussion of the predecessors Jongsma (2011, number 25) and Meines 
(2011, number 26). 
 
First, it can be discussed whether or not the relationships between the stand-ins of the branding 
elements in a branding constellations and the perceived relationships between these elements can 
be compared. As shown in appendix 20, 14 elements of the 40 identified were positioned in the BtB 
branding constellation and 9 elements from the 21 elements identified were positioned in the BtC 
branding constellation, and 4 ‘missing elements’ were added. In the perceived bilateral relationship 
reliability measurements only the positioned elements can be used to compare. Therefore, it can be 
discussed whether the perceived relationships, in which all elements of each constellation were 
enclosed, can be compared with the appeared relationships between the stand-ins of the branding 
constellations as the context of the bilateral relationships between the stand-ins of the branding 
elements has changed.  
 
Second, the interpretation of the perceived bilateral relationship reliability scores should be handled 
with care as Meines (2011, p. 78) argues that the questionnaire scores might be ‘political’. Meines 
states that many managers who filled out the questionnaires were easily prepared to admit their 
wishful thinking in filling out of the questionnaires and to adapt their explicit opinions in the direction 
of the constellation findings based on the fact that the constellations had showed something 
different from their expressed opinions in the questionnaires. Thus, a low score may not only 
indicate the unreliability of branding constellations, but also the unreliability of the answers of the 
protagonists on the matrix questionnaires. This means that this measurement should be followed by 
a standardised differential interview: an item interview with the protagonists where the items consist 
of the major differences between the filled out matrix questionnaire relationships and the measured 
branding constellation relationships. 
 
Third, the measurement is limited to a comparison with the leading branding constellation. The 
measurement might be improved by also measuring the differences with the parallel branding 
constellations. 
 
Fourth, in this study the characteristic of post-perceived bilateral relationship reliability was 
reintroduced from Theme number 1 Van Geel (2004, p. 59), and filled in one week before the 
branding constellations and 9 months after the constellations. This measures the consensus 
development in time and gives input to usefulness of the branding constellation. If the consensus has 
grown, insights at the case company has grown too, and when this continues for 9 month, the 
branding constellation created a remaining benefit, as happened in this study. However, brand team 
members might be enthusiast at time of the constellation, but that does not indicate if that 
contributes to sustaining consensus. Therefore this measure is of importance for the Theme and 
construct validity.  
 
To conclude, the construct validity of the perceived bilateral relationship reliability is moderately 
high. 
6.1.4 Discussion on the construct validity of triangulation reliability 
This subsection discusses the construct validity of the triangulation reliability measurement, which is 
predominantly based on the discussion of the predecessor Jongsma (2011, number 25). 
 
First, it can be discussed whether the selection of independent sources for triangulation biases the 
findings. Independency is in the mind of the researcher. A historical analysis can be subjective 
because of missing or emphasizing negative/positive elements by the researcher.  
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This can be dependent on the situation and contingency, for example social and emotional bonds 
with the company. To reduce the researcher bias in this case study, the historical analysis is reviewed 
by two persons, both working over 20 years with the case company in different functions: the first is 
the office assistant (secretary), the other is a development and industrialization engineer. Both 
showed a different perception on the history and the analysis was updated. However, this also 
proves the researcher bias.  
 
Second, the momentum of completion the questionnaires can be discussed. For the stand-ins they 
can be completed immediately after each constellation, after a set of constellations, or per email 
after they have arrived home. When they are completed directly after each constellation the blancs 
might lose the open mind for the next branding constellation and they might get cognitively biased. 
When they are completed after a set of branding constellations, as in this case study, information in 
terms of emotions might got lost are distorted due to the later branding constellations. When they 
are completed at home by email (or in general not at the location of constellation), the information 
might have been overruled by daily practice, and devaluated. 
 
Third, the basic premise of QFD is that only the customer can define the quality of a product or 
service (Sower, 2010, p. 58). For the branding constellations of this case study this seems to mean 
that first the customers need to be positioned. This phase is followed by a phase to convert customer 
requirements into directions and actions that can be deployed through planning, engineering, and 
productivity disciplines. For the branding constellation of this case study this means that the 
customer requirements, the Voice of Customer needs to be expressed in terms of elements. QFD is 
typically presented in a matrix, called House of Quality, and relationships are typically specified as 
strongly related, moderately related, and weakly related (or not related). This differs from the ordinal 
scale used within the Theme, as these focus on the quality of these relationships. Because QFD is 
used a separate input and not the values are used, only the outputs, it was kept to the three point 
scale for this case study.  
 
Fourth, the QFD was not applied to its full extent because only the first two levels were considered to 
be of importance for the comparison with branding constellations. Although the findings not indicate 
that this lead to bias, it can of importance for the construct validity. As well the ranking system is 
moderated in order to maintain intelligibility in the (large) matrices, combined with clustering of 
elements, can be subject of bias and affect the construct validity of the QFD measurements within 
this case study.  
 
To conclude, the construct validity of the triangulation reliability is ambivalent. 
6.1.5 Discussion on the construct validity of introspective reliability 
This subsection discusses the construct validity of the introspective reliability measurement and is 
predominantly based on the discussion of the predecessor Karel (2010, number 23).  
 
First, the introspective reliability is derived from a second person study, based on observations of the 
researcher. It is a process of introspection as an ongoing process of tracking, experiencing, and 
reflecting on one’s own thoughts, mental images, feelings, sensations, and behaviours (Gould, 1995, 
p. 719). The researcher needs to have, or gather these tracking, experiencing, and reflecting 
qualifications. Cognitive bias, self complacency, ignorance, or unfamiliarity with critical self 
observation can influence the findings negatively. It is recommended to address this within the 
Theme.  
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Second, it is assumed that the introspective reliability represents the truth. However it can be 
discussed if the perception of the researcher represents the truth. The context of the organisation is 
difficult to oversee for a researcher from within the case company and he may well be overwhelmed 
by its complexity. This might be reduced by making the researcher search for falsifications and 
verifications, and employing evidence from documentation, archival records, interviews, direct 
observations, participant observations, and/or physical artefacts (Yin, 2003, pp. 85-86).  
 
Third, the introspective reliability is based on a momentum. This involves both the time of the 
branding constellation as well as the time of processing the data. This implies that the contingency or 
the business could have been altered in the rapidly changing world.  
 
To conclude, the construct validity of the introspective reliability is moderate high. 
6.1.6 Discussion on the construct validity of consensus development reliability 
This subsection discusses the construct validity of the measurement of consensus development 
reliability and is predominantly based on the discussion of predecessor Jongsma (2011, number 25). 
 
First, the intersubjective agreement is operationalised in this case study by comparing the consensus 
in the perceptions of the leading brand team members of the bilateral relationships of the branding 
elements. The development is measured by comparing the consensus measurement before the 
branding constellations and nine months after the branding constellations. It must be noted that no 
development implies a high reliability. However, the other side of this score is that nothing has 
changed.  
 
Second, the measurement of consensus development reliability is  open for interpretation. In the 
case study consensus was interpreted as intersubjective agreement on the perceptions of the 
bilateral relationships between the branding elements as perceived by  the director and the project 
manager. However other types of consensus could have been used for the measurements such as 
consensus between protagonists and assistants.  
 
Third, the input for consensus development reliability measurements is obtained from 
questionnaires on the bilateral relationships scores. Thus, this is the branding element consensus. 
However, the measurement could have been measured from the propositions as Jongsma (2011, p. 
48) suggested. The scores on the propositions can be compared between the branders indicating 
their consensus. This can be done at various moments in time, for instance directly before the 
branding constellation, immediately after the branding constellation, and after the review meeting 
by the facilitator with the branders. In the case study the measurements were conducted before and 
after the branding constellation. However, not after the review meeting, which was of significant 
influence according to Jongsma (2011, p. 48).  
 
Fourth, Jongsma (2010, p. 47) used a F-test, whilst the scores in this case study were compared by 
employing the standardised bilateral relationship test-retest reliability measurements. This 
moderates the measurement, but can be subject for discussion, especially, as the consensus 
development reliability scores are based on a 0 to 4-scale, while the other reliability measurements 
are based on a -2 to +2 scale.  
 
Fifth, it can be discussed if this case study has employed the right measurement as Jongsma 
concluded that the consensus changed after the presentation of the facilitator, while in this case 
study the presentation of the findings by the facilitator for the brand team members will take place 
when this thesis is finished to present this thesis at the same time to the brand team members.   
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Sixth, the influence on the construct validity of the timing and the limited number of four brand team 
members  who completed the questionnaires can be discussed. In the case study the questionnaires 
were completed nine months after the branding constellations were conducted, and they had lost 
importance. It cost a lot of effort to get the questionnaires back as the brand team members had to 
‘get in the mood’ of the branding constellation, affected by busy work scheme’s.  
 
To conclude, the construct validity of the consensus development reliability measurement is 
moderately low. 
6.1.7 Discussion on the construct validity of stacking reliability  
This subsection discusses the construct validity of the stacking reliability of this case study within the 
Theme and is predominantly based on the discussion of the predecessors Jongsma (2011, number 
25) and Meines (2011, number 26). Because the case studies within the Theme are set up following 
Miles and Huberman (1994) and Yin (2007) as stacking comparable cases, the findings of the case 
study have to be presented as stackable findings. The reliability findings of the stacked 
measurements should be comparable in order to produce a finding on the stacking reliability. 
 
First, the precision reliability and bilateral relationship test-retest reliability are standardised within 
the Theme. This means that the case study findings are stacked with previous case study findings in a 
similar way, and thus  the information derived from the data seems construct valid. However, the 
modifications on the model measurements were not employed to recalculate the predecessors’ 
findings on the precision reliability and bilateral relationship test-retest reliability. In addition, it can 
be discussed whether the stacking of introspective reliability and the consensus development 
reliability is construct valid as predecessors employed different measurements. It is recommended 
for future Theme students to standardise these measurements as well when stacking the case study 
findings. As the introspective reliability is directly based on the standardised precision reliability excel 
file, this measurement might be easily standardised by a future Theme student. The same counts for 
the consensus development reliability measurements, where future students have to decide whether 
the alternative measurement in this case study is an improvement to the measurement of Jongsma 
(2011). The most troublesome measurement regarding the stacking reliability for the Theme seems 
the triangulation reliability as it contains a basket of different measurements, even in this case study: 
history analysis, interviews, the enneagram, and the bridge.  
 
Second, any use of multiple case studies should follow a replication and not a sampling logic, and a 
researcher must choose each case carefully... with similar findings (a literal replication) or contrasting 
findings (a theoretical replication) (Yin, 2003, p. 53). The replication of studies within the Theme 
mainly focuses on similar findings, whilst the contrasting findings do not seem to get enough 
attention within the Theme.  
 
Third, the question is of the legends employed within the Theme need modification. The scores seem 
to have a Normal distribution, while the legend has a discrete distribution, suggesting that every 
score has the same chance, which might be doubted.  
 
Fourth, the question is whether the current Theme reliability measurements involve the appropriate 
measurements. It seems that the five interpretation clusters of reliability definitions distinguished by 
Van Reij are well served by the current reliability Theme measurements presented in Display 112. 
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Display 112 Overview interpretation clusters (Van Reij, 2010, p. 21) 
Definitions Interpretation cluster Reliability measurement 
37 Times Bilateral test-retest reliability 
34 Measurements Perceived bilateral relationship and triangulation reliability 
33 Scorers Bilateral test-retest and consensus development reliability 
8 Truth Introspective relationship reliability 
2 Precision Precision reliability. 
 
However, from a marketing perspective the question is whether a technique that is valued for its 
relevance and validity but doubted for its reliability and precision (Jurg, 2010, p. 10), should not first 
be studied on its strengths rather than its weaknesses (Meines, 2011, p. 80). 
 
To conclude, the construct validity of the stacking reliability is moderately high.  
6.1.8 Discussion on the construct validity of the branding constellations 
This subsection discusses the construct validity of the branding constellations as they were 
conducted, and is predominantly based on the discussion of the predecessors Jongsma (2011, 
number 25) and Meines (2011, number 26). 
 
First, the branding constellations were guided by two different facilitators. Facilitator J did only once 
give additional information to the stand-ins regarding the price strategy as he thought that one 
stand-in would have been sufficient  for this price strategy rather than two stand-ins denoting the 
low and high prices. Facilitator W frequently gave additional information in the naming process of 
the stand-ins and mentioned the core proposition, for instance. Furthermore, facilitator W 
performed a lot of process work and did many experiments during the branding constellations, which 
made that both the BtB-1 constellation and BtC-2 constellation took over 1.5 hours. This seemed to 
be too long as they evolved in unstructured and disordered vision constellations. It is recommended 
not to exceed one hour time for a branding constellation in line with brainstorming. The 
recommended time for the  meetings in the introduction phase can be limited to one hour too, since 
the most important issues emerged quite fast. It is better to have a second meeting, instead of 
continuing the first.  
 
Second, two branding constellations were conducted in parallel, followed by two other branding 
constellations in parallel. This is very much to handle for the protagonist, facilitator, and participants. 
Combined with switching roles and locations, and time pressures, the reliability of branding 
constellations seemed affected negatively, since it takes time and peace to ‘arrive at emotions’.  
 
Third, due to limited number of seven blancs,  many blancs had to switch roles. In addition, branding 
elements in the branding constellations facilitated by facilitator W were replaced by chairs,. It can be 
discussed whether the roles were really switched and if the chairs still fulfils a full role in the system. 
From the transcriptions and observations, it seems questionable if the chairs are ‘seen’ and acted 
upon in the branding constellations. However, switching roles hardly seems to have influenced the 
findings. In addition, the limited number of blancs might have caused a bias in the projections. This 
made the selection of stand-ins limited.  
 
Fourth, some stand-ins started personal dialogues with other stand-ins in the branding 
constellations, especially in the BtB-2 branding constellation, facilitated by facilitator J. This may be 
due to insufficient leadership of facilitator J or to a lack of emotional intelligence  of the stand-ins. It 
seems that the facilitator should recognise this and should act immediately to prevent it to dominate 
the branding constellation and to prevent a solution to arrive. Further study should involve the 
effects of emotional intelligence of the stand-ins in the branding constellations. 
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Fifth, the first case studies within the Theme calculated the construct validity of branding 
constellations. It seems appropriate to reemploy and standardise these construct validity 
measurements. 
 
To conclude, the construct validity of the branding constellations is moderately high.  
6.1.9 Discussion on the construct validity of the case study 
This subsection discusses the construct validity of the case study which is predominantly based on 
the discussion of the predecessors Jongsma (2011, number 25) and Meines (2011, number 26). 
 
First, in this case study contrasting and remarkable emotional expressions and non-verbal 
communication were noted in the remarks column of the transcriptions. Together with the 
coordinator, the non-verbal actions were interpreted and used for the narratives. In the 
measurements, however, they are neither employed in the measurements nor are they compared to 
the verbal expressions. Special attention for these contrasting and remarkable emotions, might have 
improved the construct validity of the case study. 
 
Second, the standard measurements for reliability within the Theme are precision reliability, bilateral 
relationship test-retest reliability, perceived bilateral relationship reliability, triangulation reliability, 
introspective reliability, and consensus development reliability. It can be discussed if the selection 
Van Reij (2010, pp. 25-27) made for the Theme is the best given the situation. At time of the case 
study, the reliability was the main topic and the standard measurements are appropriate for that 
reason. However, the scores on other dimensions of usefulness are not addressed in this case study. 
This limits the construct validity of this case study. 
 
Third, Van Reij (2010, p. 44) noted that none of the Theme students was engaged in the 
measurements of the bilateral test-retest and the precision measurements. Therefore the feedback 
received was only from rather uninvolved Theme students. For the case study, both models needed 
to be improved first before they could be used and feedback is available. Meanwhile, Meines (2011) 
and Jongsma (2011) used the models. The feedback is not structural embedded in the models and 
limited only to precision reliability and bilateral relationship test-retest reliability. For this case study 
it did not significantly seemed to reduce the construct validity, but the Theme should be careful here. 
 
Fourth, the organisation of the branding constellations need to be perfect before and not planned on 
the day of the constellation. This includes labels, questionnaires, programmes, and roles of 
protagonists and facilitators. For example: labels were prepared and printed before, but difficult to 
find during the constellation because they were sorted on the planned sequence of positioning. The 
sequence changed and the labels were mixed up. It is better to write the labels when they occur. The 
camera position and instruction to camera operators need to be very clear. If the operator moves the 
camera too much, it affects the constellation and makes it difficult for transcribing the recordings 
(noise, restless). It is recommended to use camera operators that are common with branding 
constellations in order to keep overview of the system and close ups when necessary. From the 
moment the blancs arrive, everything should be in harmony. This was undervalued, but of high 
importance, since on the day of the branding constellation all are busy with practical preparations 
and guidance of the blancs.  
 
To conclude, the construct validity of reliability measurements of this case study is ambivalent. 
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6.2  External validity 
 
External validity was defined by Yin (2003, p. 33) as “establishing the domain to which a study’s 
findings can be generalised”. External validity is often divided into population validity an ecological 
validity (Gill & Johnson, 2005, p. 229). Population validity concerns the extent to which it is possible 
to generalise from the sample of respondents involved in the case study to a wider population. 
Ecological validity is the extent to which it is possible to generalise from the context in which the case 
study had taken place to other contexts.  
6.2.1  Population validity  
Population validity concerns the extent to which it is possible to generalise from the sample of 
respondents involved in the case study to a wider population, interpreted as beyond the current 
branding constellations within the Theme. This subsection discusses the construct validity of the case 
study which is predominantly based on the discussion of the predecessors Halters (2010, number 
22), and Karel (2010, number 23). The stacking of this case study to the current findings within the  
Branding Theme showed that the findings of this case study are very similar regarding the bilateral 
relationship test-retest reliability, precision reliability, introspective reliability, triangulation 
reliability, and consensus development reliability. This indicates that new branding constellations are 
expected to haven similar findings. Thus, the population validity of these findings is high. As the 
stacking of the findings of this case study are only moderately similar regarding perceived bilateral 
relationship reliability, the expectations regarding this measurement are that they will be moderately 
similar. This indicates that the population validity of these findings is moderately high. It is difficult to 
predict whether the findings regarding the differences on the core competencies between branding 
constellations and QFD will be similar in future branding constellations. To conclude, the population 
validity of this findings is low. 
6.2.2 Ecological validity  
Ecological validity is the extent to which it is possible to generalise from the context in which the case 
study had taken place to other contexts. The context of these branding constellations was, for 
instance: (1) a new SME company in electronics R&D; (2) two parallel constellations for two 
propositions; (3) a location with a relatively small 7*7 meters room and only seven blancs per 
branding constellation; (4) two different facilitators. The ecological validity means in this context if 
the findings can be applied to other constellations for other organisations in other contexts. 
However, it seems that none of these contexts has significantly influenced the findings. To conclude, 
the ecological validity seems high. 
 
6.3  Reliability 
 
A case study is defined by Yin (2003:33) as reliable if “the operations of a study – such as the data 
collection procedures – can be repeated with the same findings”. Miles and Huberman (1984, p. 35) 
is start with focusing and bounding the collection of data. Main pitfall is that at the initial design, all 
data looks important, and the focus fades. Specific if multiple researchers work on a multiple case 
studies, the common framework is of importance to prevent the researchers from data overload and 
lack of comparability. The reliability of the Theme relates to the quality of the inputs. Miles and 
Huberman describe the following phases in research. The first step is building a conceptual 
framework. The framework is provided by the Theme. The next step is formulating research 
questions. The advised procedure by Miles and Huberman (1984, p. 35) is not followed completely, 
but the main research questions are provided by the Theme. The research questions for multiple 
case studies need to be more explicit so that site researchers can be aligned as they collect 
information in the field. It was not checked if they were researchable in other ways, it was assumed 
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they were from earlier work, and assumed reliability of the Theme was the topic. For this case study, 
the most important step is bounding the collection of data. 
 
During the data collection period, data should be reduced, displayed, and concluded (Miles & 
Huberman, 1984, p. 22). These phases are detailed below; in subsection 6.3.1 the reliability of the 
data reduction, followed in subsection 6.3.2 with the reliability of data display, and concluded in 
subsection 6.3.3 with the reliability of the data conclusions.  
6.3.1  Reliability of the data reduction 
The data collection took a long time and diverted during the thesis. The focus was weak because of 
an unclear framework, leading to an overshoot of information. In an iterative process the data was 
merged with the research questions and subjects. However, a direct search, from the framework 
would have led to more reliable findings. One example is that a full study was done on the Voice of 
Business, where three companies were analysed, but which information was not used within this 
thesis because no connection could be made to the Theme measurements (see appendix 29.1). The 
Voice of Customer from market analysis, was neither used (see appendix 29.2). Due to this 
divergence, this leeway process is less reproducible, which reduces the reliability of the leeway data 
and the leeway measurements. 
 
Data required for the standardised measurement was collected in a structured way. Before the 
constellation scripts were made with the different scenario to gather the required information.  
During the branding constellations video recordings were made with two video cameras from 
different angles. After the constellation the questionnaires were filled out and collected by the 
researcher. Within three months after the branding constellations the video recordings were 
transcribed. The transcriptions were reviewed by the coordinator and used for the calculations 
within the Theme. The transcriptions and calculations were sent to fellow Theme students for 
feedback and finally reviewed on a sample bases by the coordinator. Thus, it might be assumed that 
the reliability of the data reduction of the standardised data and measurements is good. 
6.3.2  Reliability of the data display 
The framework for displaying and reviewing the data consolidated during the thesis are the 
standardised measurements. The excel files (standardised models) are very helpful and increase the 
reproducibility and reliability of the measurements. The data display of the leeway is  part of this 
process. However, this leeway process might be improved by a presentation on the leeway to  fellow 
Theme students and the coordinator on approach, added value, fit in the Theme, and practical value. 
The coordinator should play an important role in this process. Yin (2003, pp. 109-115) offers a 
process for analyzing case study evidence, which can be followed. The data display is moderately 
reliable. 
6.3.3  Reliability of the data concluding  
The data concluding phase is an interactive process with the coordinator and fellow Theme students. 
The coordinator is of importance in guiding the student’s concluding process and review the 
conclusion. Fellow Theme students are of importance as independent, knowledgeable, check of the 
measurements and conclusions, from their perspective. Assuming that their critical view can be 
averaged over a population, the reproducibility looks good. However, the replicability is negatively 
influenced by different personalities, knowledge, and experience. Thus overall the data concluding 
seems moderately reliable.  
 
To conclude, the data reduction seems reliable for the standardised measurements, while the data 
display, data concluding, and leeway measurements are only moderately reliable . Thus, the Theme 
should pay more attention to the reliability of the leeway measurements.  
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6.4  Implications  
 
This subsection covers the theoretical implications of this case study for the Branding Theme (6.4.1) 
the core competency literature (6.4.2), and  the practical implications for the business/organisation 
(6.4.3). The implications for the Case company can be found in appendix 31. 
6.4.1  Implications for the Branding Theme  
This case study contributes and broadens the study of usefulness of branding constellations within 
the Branding Theme in four ways.  
 
First, it contributes to the Theme by adding measurement data and insights from a subsequent 
branding constellation (number 27) and answers the first research question: ‘How reliable are the 
branding constellations of this case study regarding precision reliability, bilateral relationship test-
retest reliability, perceived bilateral relationship reliability, triangulation reliability, introspective 
reliability, and consensus development reliability?’. This means for the Branding Theme that the case 
study contributes to the reliability of the branding constellations by adding this study as the 27th 
study to the list of performed case studies. The standardised measurements, precision reliability, 
bilateral test-retest reliability, perceived bilateral test-retest reliability, triangulation reliability, 
introspective reliability, and consensus development reliability are conducted in correspondence 
with the available, standardised models of Van Reij (2010), Jongsma (2011) and Meines (2011). The 
measurements of this case study apart, demonstrate a very high reliability of the branding 
constellations performed in this case study, indicating that the findings of this case study can be 
considered reliable, and can be used with confidence for conclusions, recommendations, and 
stacking within the Theme. The high reliability of the branding constellations conducted in this case 
study means as well that the findings of this case study can be used with high confidence for 
theoretical and practical conclusions and recommendations outside the Theme, for example in 
business organisations.  
 
Second, it contributes to the Theme by further development of predecessors’ work. In this case by 
improving applied standardised measuring models of van Reij (2010), improvement of the consensus 
measurements of Jongsma (2011), and alignment with the legends of Meines (2011). This implies for 
the Branding Theme that this case study can be stacked to the previous studies. The standardised 
measurements, precision reliability, bilateral test-retest reliability, predicted bilateral test-retest 
reliability, triangulation reliability, introspective reliability, and consensus development reliability are 
executed in correspondence with the studies from predecessors. The stacking of the scores of this 
case study to the Theme findings demonstrates  very high similarities. This means that the findings of 
this case study is in line with previous studies, and that the trustworthiness of the Theme reliability 
findings have become stronger. 
 
Third, it contributes to the Theme by improving the  measurements within the Theme. The current 
reliability measurements are improved in four ways. First, by moderating the standardised excel 
reliability measurements for precision reliability and bilateral relationship test-retest reliability. 
Second, by moderating the standardised excel precision measurement models of van Reij to calculate 
standardised scores for introspective reliability. Third, by moderating the consensus development 
reliability measurement by reintroducing a pre-branding constellation and comparing the findings 
with a post-branding constellation measurement based on the standardised Theme measurements:  
the ordinal bipolar five point scale (scale -2 to +2). Fourth, and final, by adding a framework for 
better comparison of the reliability measurements within the Branding Theme, which comprises an 
overview of detailed findings of the reliability measurements of previous case studies that allowed 
stacking the findings of each separate branding constellation in this case study instead of the case 
study average only. The improved reliability measurements within the Theme enable a more reliable 
comparison  for future studies within the Branding Theme.  
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Fourth, it contributes to the Theme by comparing the findings of branding constellations with the 
findings of the opposite, rational reductionist approach: Quality Function Deployment, and puts 
branding constellations in perspective of a different approach in, order to answers the fourth 
research question: ‘How do the findings concerning the core competencies revealed in the branding 
constellations compare with those deducted by Quality Function Deployment (QFD)?’ 
The differences between the core competencies findings deducted by a QFD analysis and those 
revealed by branding constellations, might not indicate that the branding constellations are 
moderately unreliable; rather it might indicate that branding constellations have additional value to 
QFD regarding the identification of core competencies; especially, as the brand team members had 
more confidence in the core competencies revealed by the branding constellations than in the ones 
deducted by QFD; furthermore, this new QFD measurement might lead to a new standardised 
reliability measurement within the Branding Theme: the QFD triangulation reliability, which 
compares the findings revealed by branding constellations with those deducted by QFD;  in addition, 
the litmus test might be of great theoretical and practical value to discriminate competencies from 
core competencies; finally, the notion of identifying core competencies by both QFD and branding 
constellations to identify branding opportunities seems of great theoretical and practical value.   
6.4.2  Theoretical implications for the Core Competencies Theory  
This case study adds to the academic knowledge about the Core Competencies Theory, since the 
theory of Prahalad and Hamel (1990) is subjected to a literature and usability review anno 2011, 
including today’s criticisms, and concluded with an updated definition of core competencies, and a 
Core Competencies Litmus Test (CCL-test) to check whether competencies are core competencies, or 
whether they are not (see appendix 10.1).  
 
First, an update definition for core competencies as from literature study and business review is 
provided, and used in this study. The definition used is: ‘Core Competencies are difficult to imitate 
and unique combinations of knowledge, skills, and attitudes, through collective learning, and 
communicated across the organisation, to deliver sustainable competitive advantage by adding 
perceived customer benefits in a variety of markets.’.  
 
Second, the definition used is moderated into a Core Competencies Litmus Test (CCL-test). Before 
using core competencies as branding opportunities, the organisation should prevent using common 
competencies instead of core competencies because they differ significantly and will not achieve the 
desired result. Therefore the CCL-test is very helpful, and applied to its full extent in this study. The 
questions to be asked whether competencies should be considered to be core competencies 
presented in Display 47. The test is applied for the elements in this study, where Miniaturisation and 
Headphone passed the test, indicating that these elements fulfil the requirements for a core 
competency as defined in the definition and tested by the CCL-test. It is recommended to run this 
test for each competency. 
6.4.3  Practical implications   
Practical implications in general are listed below, whilst the implications for the case company 
specific are summarised in appendix 31.0. 
 
First, branding constellations add a dimension to other techniques, for example Quality Function 
Deployment. The reliability of the technique is high and experience is build gradually after promotion 
of Wim Jurg on the Theme. 27 students finished their thesis on this subject, and application has 
become more and more. Branding constellations are hardly comparable with other techniques, but 
due to their uniqueness they have added value. 
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Second, for business in general the branding constellations are a good technique to reveal tacit 
information. For the case company, it was an eye-opener already in the introduction phase when 
branding elements needs to be selected, because it awakened their business processes and 
strategies, and induced intense brand team reflections. During the branding constellations many 
insights arose, and as one protagonist said after the constellation: ‘It would have take me three 
months to discover what I have seen today’. This indicates that business processes can be 
accelerated significantly by using branding constellations. 
 
Third, branding constellations provide insights in the  social bonds in business processes as defined 
by Perry (2002). Perry describes ‘objective’ technical bonds in competence and investment and 
‘subjective’ social bonds in equity, conflict, benevolence, commitment, and trustworthiness. Both 
technical and social bonds contribute to relationship success. The technical bond of competence is 
the starting point for understanding relationships [...] but those technical bonds operate through 
social bonds and that social aspects of their system need to be developed for their investments to be 
successful (Perry, Cavaye, & Coote, 2002, pp. 84-85).  Perry emphasises the mutual relationships 
between these bonds as a system. Contributors and relationships can be visualised by a branding 
constellation and can be strengthened in order to create competitive advantage, because most of 
the organisations are still technical and rational oriented. 
 
Fourth, the study contributes to the practical acceptance of branding constellations. Branding 
constellations enable insight in individual and group thinking processes, tacit knowledge, awareness, 
and invites for experimentation in a ‘safe’ environment. This study demonstrates that branding 
constellations are reliable and that the core competencies found in this case study are trustworthy as 
branding opportunities. This study shows that branding constellations add a dimension to the 
rational QFD. For business this is a new dimension, although unknown or unbelievable. The student 
was invited to give a presentation for technical companies at the PLOT Showcase in November 2011, 
organised by ‘Federatie Het Instrument’ (FHI), and found a initial sceptic, and afterwards an 
enthusiast audience, followed by a request for more information.  
 
Fifth, this study is a trigger for thinking in (core) competencies, which can give significant competitive 
advantage. Core competences, which are intrinsic to the organisation are proven to have many 
benefits (Prahalad, C.K. and Gary Hamel, 1990). To determine core competencies within the business 
organisation, the definition from this study combined with the Core Competencies Litmus Test (CCL-
test) can be helpful. Focus on these core competencies in branding and marketing, allows to 
translate the internal drive to external customers, combined with the emotional approach from 
branding constellations, it will creates unique new business relations.  
 
Finally, no research was found on core competencies as branding opportunities, which makes this 
research new and contributing to academic literature, but as well as business proposition.  
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6.5 Future Theme case studies  
 
This section presents a few suggestions for future Theme case studies based on this case study.  
 
First, following Jongsma (2011), the data evidence for the conclusions is captured, and analysed in 
the same way and judged similar, however, some of these data are “better” than others (Miles & 
Huberman, 1984, p. 235). This is not taken into account within the Theme. Miles and Huberman 
present three levels to start with: (1) data from some informants are “better”; (2) the circumstances 
of the data collection may have strengthened the quality of the data; and (3) that quality may be 
stronger because of a fieldworker’s validation efforts. 
 
Second, the branding constellations measurements are based on verbal expressions of the stand-ins. 
Emotions are not addressed apart in the branding constellations and within the Theme. It can be 
subject for further study to address these non-verbal expressions and develop a new ‘emotional’ 
measurement based on these non-verbal expressions. Future Theme students might, for instance, 
look into mindfulness theory, where a ranking for example on detach, neutral, and attach attitude 
(see OU Mindfulness training) can be implemented in the standardised models. This relates as well to 
the fact that the and narratives are underexposed in the Theme, whilst narratives make theses. 
Similarly, only quantitative comparisons of the branding constellations are made, no qualitative 
comparisons of the transcriptions, for example. Miniaturisation stood on a chair in the BtB-1 
branding constellation, where it laid down in the BtB-2 branding constellation. These cognitive 
reactions were observed, but not used. This is underestimated, and can be addressed by better 
comparison of the narratives (highlights). Future case study could focus on the building of knowledge 
on qualitative aspects rather than on quantitative aspects. For example emotions could be rated 
using a score from 1 to 3 for detach, neutral, and attach attitude. These scores, in combination with 
legends can be added. , and if the Theme continues the qualitative stacking, future case study could 
focus more on the influence of changing measurements by reporting the stacking findings of both 
measurements, in case a measurement is changed.  
 
Third, in this case study two branding constellations were done in parallel. In previous studies the 
branding constellations were more often conducted in sequential order. This could influence the 
findings because the respondents had experiences with these roles before. It is likely that being part 
of the first constellation affects the second constellation. A good solution is de-rolling, by verbally 
saying to the stand-in that he/she is no longer a stand-in, but a blanc and by physical removing the 
stand-in label from the stand-in. A break can help too, however the stand-ins again, should be de-
rolled before and not talking about their role during the break. The facilitator could request this 
before the break. 
 
Fourth, in the branding constellations some persons were selected as stand-in for a certain branding 
element. In the case study it is not investigated what it means for the branding elements when one 
person gets to stand for several different branding elements in a branding constellation. However, 
this could say something about the connection between these branding elements in the view of the 
protagonist.  
 
Fifth, as branding constellation are projections, where mutual relationships between the elements 
are of importance, the linkages between elements should be visualised too. This can be done by 
relationship diagrams, see appendix 32, or with differential analysis, for example regarding the 
positive and negative feedback loops. This is not addressed within the Theme but would contribute 
to understanding the tables, and measurements.   
 
  
Core Competencies as Branding Opportunities 
 
- 90 - 
 
Sixth, following Jongsma (2011), this case study suspects that the transcriptions within the Branding 
Theme lead to a considerable loss of information. Although the transcription within the Branding 
Theme is a very important attempt to catch the constellation in a usable form, it devalues the 
constellation to a set of statements that never can comprehend the richness of the holistic, and 
emotional character of a constellation. Would one, only reading the transcriptions, get a picture of 
the essence of a constellation? This can be doubted. The video recordings preserve much more 
information. When the transcriptions could be replaced by, or at least be complemented by, a tool 
that allows the researcher to stay much closer to the video recordings a huge step forward could be 
made. With, or without transcriptions, findings depend heavily on interpretations. When a new tool 
also allows the interpretations to be checked, it could still meet reliability desires. The market place 
offers such software like Nvivo. Future research could focus on this.  
 
Seventh and final, the averages used within the Theme are unweighted averages. In the discussion 
on construct validity it was mentioned that this could influences the findings as some elements 
(customers in this case study) were scored on 2 statements, whilst the other customer was scored on 
26 statements. Given the possibilities in the standardised excel models, as improved in this study, it 
is possible to implement a count function and calculate weighed averages. This could be subject for 
further study in order to improve the construct validity.  
 
 
6.6 Reflection of the researcher 
 
In subsection 6.6.1 the researcher reflects to the process followed and in subsection 6.6.2 the 
researcher reflects from personal perspective to this case study and the Theme.  
6.6.1  Functional reflection  
The fact that the four students who are not finished, all conduct a second-person study might 
indicate that this a troublesome category for Theme students. Given the fact that the second-person 
studies already were underweighted within the Theme, the challenge for this case study was to 
execute a second-person study and contribute to the Theme by improving the framework for other 
second-person studies.  
 
During the constellation, and especially when processing the transcriptions, linkages and first ideas 
pop up, which seems to be very important, and helpful in reviewing the transcriptions. Implication 
for the Theme coordinator is to highlight these –sometime obvious, sometimes unforeseen- issues to 
the student. It was extremely helpful to conduct parts of the transcriptions together with the 
coordinator, especially because of his focus on cognitive bias of the stand-ins, sometimes a result of 
personal situations, which was not observed by the student at first. 
 
Some parts of the branding constellations became personal, as stand-ins spoke to each other, or 
even had a conflict. It is questionable if they remain in their role in this situation. This seems a stand-
in bias, affecting the validity and reliability of the branding constellations. Both facilitators could not 
resolve the internal conflicts early in the branding constellations. Only later with a clear focus point. 
For the facilitator it is of importance to anticipate, and note this situation.  However, it might also be 
due to the Case company as finding the right course for the company is a difficult process. 
 
Some elements were replaced by a chair. In my view, this did not work. The chairs were not 
considered as real stand-ins by the real stand-ins, were seen by the real stand-ins as just standing in 
the way and blocking the ‘freedom’ in the system. In the BtC-2 branding constellation, the group for 
‘expensive product’ was separated from the core branding constellation with white A4 papers on the 
floor. This was the border to a separate business unit. This seemed very helpful. It could be a 
suggestion to identify the different segments in the constellation this way.  
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From the four branding constellations, it became clear that in the first five minutes some key 
patterns show up already. For example, the conflict between the Case company’s brand name and its 
strapline emerged nearly immediately after positioning. Similarly, the importance of Miniaturisation 
was very obvious to all attendants right after it was positioned, and as a third and final example the 
extreme harmony between two elements lead to reactions as ‘were you married?’. This emphasised 
that the first responses are of critical importance.  
  
For the first time within the Theme, it happened that stand-ins were placed outside the room. 
However, the interpretation of this happening is unclear. The  system might need ‘air’. In the leading 
BtC branding constellation the elements ‘Apl users Western Europe’ and ‘Apl’ were positioned 
outside the room, while in the parallel BtC branding constellation, a ‘missing element’ as beacon was 
placed outside the room.   
 
Sometimes, stand-ins were starting really personal discussions. It seems that in these situations, 
appropriate action should be taken by the facilitator immediately, because if conflict escalates, other 
elements seemed to get personal as well. Discussions between stand-ins seems to be prevented, or 
blocked.  
 
Stand-ins got more than one role in this case study. This might have caused a bias, and unrolling 
might extra  important here. The facilitator might add a break here, or tell the stand-ins to unroll, or 
thank the stand-in for its old role. In the BtC-1 branding constellation it seemed to confuse the other 
stand-ins as well, based on remarks like “I thought you had only one role”. 
 
Before analysis and judgement of the relevant statements, the researcher bias might be reduced by 
introspection of the researcher’s way of thinking. The introspective truth might be increased by 
reading several books about amongst others Neuro Linguistic Programming and Mindfullness, or 
following trainings on these subjects. Most important aspect is the way the statements are viewed. 
This can be in attached, detached, or neutral mode. More modes are considered but not applied 
because they would distract attention from the relevant statement.  
 
Finally, due to a severe computer crash, where even restoration of damaged data was impossible, 
and due to failed backup, two files of the introspective reliability were required to be done again. 
Fortunately the conclusions were stated in the concept thesis, and compared with the newly made 
analysis from scrap data. The differences between the findings was very small, using the legend from 
Display 33, it can be stated that both analysis, are very similar. This means that the reliability of this 
analysis was high. 
6.6.2 Personal reflection  
In this subsection a short reflection of the researcher is presented after a lengthy thesis. Given the 
fact that instead of the traditional two branding constellations, in this case study four branding 
constellations were conducted on two markets (the BtB and the BtC market), and that introspective 
reliability, and consensus development reliability were added, the amount of data, measurements, 
and analysis is high, and reason for ‘overshoot’ in this thesis, see Display 113. Next to that, the 
challenge towards deepening the core competencies concept from Prahalad and Hamel, caused an 
enormous amount of literature, opinions, and confusion too. However by using a framework it could 
be handled finally. Excluding summary, discussion and displays, the net report length is 44 pages, 4 
pages more than the general demand for Masters theses at the Open University in The Netherlands. 
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Display 113 Statistics of this thesis for the number of pages; pages 
Page distribution 
 Guideline Gross Displays Net Delta 
Summary 3 4 - 4 +1 
1 Introduction 4 2 - 2 -2 
2 Literature study  10 14 5 9 -1 
3 Case study 0 9 2 7 +7*1 
4 Methodology 8 13 5 8 0 
5 Findings 10 36 18 18 +12*2 
6 Discussion 5 18 1 17 +12*3. 
*1 = leeway on 2 extra elements instead of 1 (core competencies and QFD) 
*2 = findings from 4 branding constellations instead of regular 2, and 2 extra measurements (>50% extra) 
*3 = findings from 2 extra measurements, and 2 facilitators instead of 1 
 
This case study took much more time than expected, because there were so many interesting 
articles, books, and things to investigate. For example, on self observation, mindfulness, case study 
research, coopetition, trust, business analysis, etc. As the study was conducted next to very busy 
work in a recently started company with many business travels, priorities and focus were a constant 
challenge. Social bonds, emphasized by Perry (2002), and often reminded at were tested too. 
However, that is practice in the art of balancing. The hours spend per phase are presented in Display 
114.  
 
Display 114 Statistics of this thesis for the time spend; hours 
Time spending 
Phase Planned Actual Delta % 
Preparation/inventory 40 50 +10 +25% 
Introduction phase 40 40 0 0% 
Literature study 60 62 +2 +3% 
Branding constellation execution 40 74 +34 +85% 
Transcriptions 40 62 +22 +55% 
Standard measurements 40 98 +58 +145% 
Leeway measurements 40 56 +16 +40% 
Interviews and historical analysis 40 36 -4 -10% 
General meetings 20 24 +4 +20% 
Miscellaneous 20 10 -10 -50% 
Subtotal research 380 512 +132 +35% 
     Analysis of results 40 52 +12 +30% 
Writing concept report 40 64 +24 +60% 
Reviews and corrections 80 186 +106 +133% 
Layout, printing and DVD’s 20 16 -4 -20% 
Miscellaneous 10 10 0 0% 
Subtotal reporting 190 328 +138 +73% 
     Feedback fellow Theme students 30 36 +6 +20% 
Completion for OU 0 16 +16 n/a 
Subtotal miscellaneous 30 52 +22 +73% 
     Grand total 600 892 +292 +49%. 
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The research took 512 hours, most extra time (132 hours) was in the branding constellation 
execution, transcriptions and standard measurements, mainly caused by the two extra branding 
constellations and underestimation of the transcription process. The analysis and reporting took 328 
hours, 138 hours more than planned mainly caused by review and corrections, where the iterative 
process for research questions and review/redo of the (consensus) measurements contributed most.  
The top 3 of lessons learned and recommendations for fellow Theme students are: 
1. Be aware of too much divergence and information, because everything looks interesting and of 
importance, which might result in loss of focus. I recommend to work from a, with the 
coordinator agreed, framework for data finding, based on the research questions.  
2. Be careful in (re)moving or adding text blocks or (sub)sections, because it influences the structure 
and readability significantly. I recommend to start with a storyboard for the text and data 
presentation and not to work from the existing report of a predecessor as  every case study 
differs. 
3. Be alert in working parallel in different measurements, because data might get mixed-up or 
surpassed by time. I recommend to work from ‘building blocks’ (for example chapters) and 
complete this before working on the next part. Especially in the reporting phase, use one report 
to share with the coordinator and do not work in two reports parallel. 
  
However, the learning effects are very high. The paragraphs above already shows a weak spot, too 
much data, too much divergence, leading to loss of focus, and delays. With the help of the 
coordinator it was brought back to reasonable proportions, a skill I have learned, and use now in 
daily live. The awareness of tacit information, stomach feeling, which was ‘proven’ at the branding 
constellations, leads to a gradually changing personal attitude towards problem solving and relations. 
In this perspective, this thesis led to a personal growth on knowledge and on individual capabilities.  
 
The branding constellations were conducted for a spin-off company, and I was in the lucky 
circumstance that the management was open for this thesis. I am very grateful for that attitude, and 
the possibilities to contribute to the company in this way too. Very remarkable as well was the high 
commitment and drive from the coordinator, Wim Jurg, both for the case company as for myself in 
person. He pointed us at some crucial branding problems and solutions, and brought us in contact 
with interesting persons. Overall, it was a pleasure to work on this thesis, and especially with these 
brand team members and coordinator. 
 
It was a nice journey, and I hope the journey continues..... 
 
===  
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